





PACKAGE FOR | 


Z 


INCREASED 
~ BUSINESS not 
FOR THE CLOSE-OUT COUNTER 


on oo 


TOO OFTEN, A GOOD PRODUCT, LAUNCHED * 
IN HIGH HOPES OF SUCCESS, MEETS AN 
EARLY DEMISE ON THE CLOSE-OUT 
COUNTER—DUE ENTIRELY TO INDIFFER- 
ENT PACKAGING. 


ELIMINATE THIS GAMBLE FROM YOUR 
SALES PROGRAM. HAVE YOUR PACKAGE 
PLANNED AND MANUFACTURED BY AN 
ORGANIZATION WHICH HAS BEEN SUC- 
CESSFUL IN PACKAGING FOR INCREASED 
BUSINESS. 








ARED 10 THE HAND 


@ FOR SPEED in application 
and ease of removal ... the Phoenix S T Cap with grooved sides. It is 


“geared to the hand.” 


Now made in all bottle cap sizes from 15 m/m to 33 m/m in diameter. Also 
available with straight sides. 

Phoenix S T Caps may be coated in any color, black or white: litho- 
graphed or embossed in any design. No other closure, metal or molded, offers 


such variety of treatment. 


PROENTX METAL CAP CO. 


2444 W. SIXTEENTH ST., CHICAGO :: 3720 FOURTEENTH AVE., BROOKLYN 


Coated —Any Color Lithographed—Any Design Embossed —Any Design Embossed —Standard Design 
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In the February issue will appear the 
announcement of the winners in the 
1934 All-America Package Competi- 
tion. This will be presented in a 
special section, showing each of the 
packages selected as first, second and 
third in the seventeen classifications or 
groups. The All-America medals, to- 
gether with the Certificates of Award 
will be presented at the All-America 
dinner to be held at the Palmer House, 
Chicago, the evening of March 6, 1935. 


The illustration which appears on the 
front cover of this issue is reproduced 
through the courtesy of Frankfort Distil- 
leries, |nc., and of its advertising agency, 
Young & Rubicam. 
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THE PEREGRINE 
is the falcon of falcons. It is 
found almost all over the world. 
In America, it is commonly 
called the “‘duck-hawk.”’ 


Jhe Smooth, Effortless 


_ ; 7 
Speed 64 A =adAlcou 


The New REDINGTON Continuous Loading 
CARTONER has the smooth, effortless speed of the 
king of hunting birds. This machine handles any 
cartoned product—collapsible tubes, jars, bottles and 
anything else placed in cartons—at about any practical 
speed, loading done continuously at approximately 
one-fifth the operating rate. It does its job without 
clatter or bang, without unsightly swinging arms——and 
no cams. What’s more, this Redington actually 
lowers your cartoning costs. That’s why we say it is 
“‘the most complete and perfect cartoning machine yet”’ 

truly, tomorrow’s job. Maybe it belongs in your 
factory, too. Write for full details—send a sample 
of your cartoned product, too. 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, III. 


REDINGTON 


Continuous Loading 


CARTONERS 








"bet here's « Sarchasaill 
with the seal of Caesar’ 


Mark Antony's Funeral Oration 


There lay Julius, full of holes, and dead as any herring. 
But the will . . . ah, the precious parchment will . . . that 
bore the seal of mighty Caesar! 


Great stuff, Mark old boy! You knocked ‘em off 
their seats! 


Now this was 53 B. C., a bit too early, we admit, to be 
parchment made by KVP... which was Caesar's loss, and 
your gain. For KVP Genuine Vegetable Parchment is one 
of those rare and priceless products which is "royalty" 
among its fellows. 


It, too, bears "the seal of Caesar," which it freely shares 
with all who trust their products to its kingly protection. 


KALAMAZOO VEGETABLE PARCHMENT. GO 


PARCHMENT 
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IN PAPER COST ON SMALL PACKAGE LININGS 


thoroughly waxed paper which has a greater resistance 
to moisture than the heavier type paper with a thinner 
wax coating that is used in other machines. 


Would a 25% reduction in paper lining cost interest 
you? Would you like, in addition to this saving, better 
protection for your product, a neater package that is 
more convenient to open and reclose? 


Pneumatic has recently developed a combination lining, 
sealing and filling machine for small packages that offers 
ali these advantages to you. Even though it uses much 
less paper in the lining, the unique method of construct- 
ing the bag assures more protection for your product. 
In addition it allows the use of a lighter weight, more 


The actual facts and figures on the savings this machine 
can bring you and the improvements it will accomplish 
will be a revelation to you. No machine that we have 
recently designed represents such an advancement in 
economy and efficiency over old methods as this. 


Write for the complete details—today! 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North 
Michigan Avenue; San Francisco, 320 Market Street; Melbourne, 
Victoria; Sydney, N.S. W. and Trafalgar House, No. 12 Whitehall, 


| PNEUMATIC 
y @ SCALE Belipin Machinery 
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London, England 



















WHEN YOU GOTTA GO... 


Sales won’t wait for wrappers. It was getting to the point where the 
chocolate bars (well-known ones) might have gone to market undressed 
for all the old single-color presses could do. 1500 sheets an hour was 
their top, and that meant, counting three passes for three colors, only 


500 finished sheets. Adequate enough for dull times, but this bar was 


getting popular. e Then a Kidder engineer dropped in and explained 
what a Kidder ‘“‘Three Point” rotary could do. It sounded like the right 
answer and they bought it. The result is this: 5000 sheets in three 
colors in one hour. (They could have had 5 or 6 colors just as well 
as 3.) Now, when the call comes, there’s no waiting for wrappers. The 


customer is saved. @ Of course, you might say right off that at 5000 


MACHINERY FOR PRINTING WRAPPERS, CARTONS, LABELS © BRONZERS | 
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sheets an hour, you’d have to wrap each of your units ten times to 
use them all up. But the idea is to gang your work .. . run nine or 
ten different jobs at once when you can. You operate fewer machines 
... you save plenty on plates ... you beat your competitors on de- 
livery .. . you quote better prices and make better money on them. 
That’s why 90% of all wax bread wrappers, 60% of all vegetable parch- 
ment, and 20% of all transparent cellulose come off Kidder ‘Three 
Point” Presses. @ If you do printing on cellulose products, wax paper, 
glassine, foil, parchment, cardboard, gummed paper, etc., look over 
your cost sheets in the light of the above. It won’t put you under the 
slightest obligation to get specific figures from Kidder for purpose of 


comparison. Just jot down complete facts ina letterand ... . 


.. Send it to KIDDER 





who will keep confidential all plans on which 
they are called in, and whose advisory serv- 
ice is entirely without obligation. Address 
U.P.M.-Kidder Press Co., Dover, N. H., or 
any of the branch offices in New York, Chicago 


and Toronto. 








SPECIAL PRINTING MACHINERY FOR INDIVIDUAL PACKAGING JOBS 
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thor Capitan Says: “LET'S BE PRACTICAL ABOUT PACKAGING’—AND SHOWS 
U b 
HOW MODERN, SALES-COMPELLING GLASS PACKAGES CAN BE DESIGNED MORE ECONOMICALLY 


























gr ACKAGING is an art... but a practical art. The only test of any package is whether it truly identifies 
its contents, protects them and, through appearance, helps their sale. Sometimes this can be brought 
about only through the use of special molds for glassware and private-design closures. But the odds 
are very much in favor that the right kind of package can be built out of standard containers and stand- 
ard closures. When this can be done, very worth-while economies can be effected. Understand, please, 
that we are proud of our ability and record in the making of privately designed glass containers and 
specially decorated closures. But we are even prouder of the fact that Anchor makes the most complete 
line of closures in the world and that Capstan’s stock of standard glassware is of such great variety that 
very nearly every conceivable need can be filled. 

Out of a quarter century’s experience we know that, equipped with the right kind of labels or 
lithographed cap decoration, standard Anchor-Capstan packages are right up with the leaders in the 


modern packaging parade. 





The big point is this: If you have a packaging problem, try our standard glassware and closures 
first. We'll be glad to help you select a combination of glass and cap completely suited to your purposes. 


Our Design Depariment will be happy to work with you on the labels and other decorations so that, 





without the expense of special molds, you can have the right package for your job. There’s an Anchor- 
Capstan packaging engineer in each of the offices listed below. Write the nearest office and, entirely 


without obligation on your part, a packaging engineer will be glad to work with you. 


* * * 





1dvertisement is published in th Baltimore, Boston, Chicago, Cincinnati, Cleveland, Denver, 

packaging by ANCHOR CAP & CLOSURE CORPOR., Detroit, Houston, Los Angeles, Louisville, Montreal, New York, 

Island City, N. Y., and its associate company, CAPSTAN GLASS Philadelphia, Pittsburgh, Rochester, St. Louis, San Francisco, 
c¢ 


COMPANY, Conneilsville, Pa., with branch offices in Atlanta 
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TER ES IS 


We also manufacture a complete line of Carton Sealing, Weighing, Filling—and Case Sealing machines. 


— BRANCH OFFICES — ‘|; ter uson. (om 


NEW YORK—11 W. 42nd St. 

CLEVELAND—17551 Daleview Ave. ee OLI i -\- shrine S 
CHICAGO—20 E. Jackson Blvd. 

SAN FRANCISCO—51 Clementina St. 


RATAN i oe ME: RAIMI 
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LABEL & CARTON 
for 10 YEARS 
has been ILLINOIS-MADE 


A change of package is often followed by a 
change of package suppliers. Not so, how- 
ever, in the case of Petrolagar Laboratories. 
New packages and old packages, every car- 
ton and label requirement of this firm has 
been met for years by the Illinois Carton & 
Label Corporation. We would like to show 
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Phenolphthalein 





uid = extr: o 
One-tenth of 1% sodium benze 
used as a preservativ 
——* reauate testi nal oi 
and to soften and lut 








boy bowel con intents. 


DIRECTIONS 
Adults—Tablespoon or more mo 
ing and night or after meals as need 
Children —Ta aspoon once oF 
daily or when needed. zoate used a$ a preservativ 
Thin prin water, milk or 
truit juice It desired. DIRECTIONS 
Petrolagar Laboratories, ADULTS Tables, ere 
CHICAGO 












you just why such firms as the Pepsodent 
Company, the Forhan Company, Johnson & 
Johnson and the Lambert Pharmacal Company 
have continuously specified Illinois cartons. 
May we have the opportunity to do so? 






Net Contents 16 Fluid Ou 
a § 


COPY RONT, 1982. BY PETROLAQAR LABORATORCS, 











Illinois carton board is made 
to our specifications by the 
American Coating Mills, Inc., 
of Elkhart, Ind. 


ILLINOIS CARTON and LABEL CORP. 


ELKHART 
CHICAGO 


INDIANA 


NEW YORK CITY 





BRANCH OFFICES: TRIBUNE TOWER, CHICAGO 


22 E. 40th ST., NEW YORK CITY 
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eos HELP SALES 


TO USE LITHOGRAPHED CANS? 
with A 160% INCREASE tHis company says YES 


Again and again, sales charts prove that 
modern packaging is a powerful factor in 
increasing sales. Look at the chart above. 


Here is the record of a company with a new pred- 
uct—a housecleaning preparation that sells only 
in the Fall and Spring months. 


In the Fall and Spring of 1932-33, this company 
was using a plain tin container. Sales were good 
but they determined to improve the container. 
They did, and prior to the new selling season, the 
Fall and Spring of 1933-34, they adopted a Canco 
lithographed can. What happened? Sales that 
season increased 160%! 


The records of dozens of companies prove the 


AMERICAN CAN COMPANY @&® 


NEW YORK 
230 Park Avenue 


SAN FRANCISCO 
111 Sutter Street 
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same point—that modern packaging contributes 
to definite sales increases. Improved packages are 
not solely responsible, but they automatically get 
better display, they enlist greater enthusiasm 
from salesmen and do stimulate consumer demand. 


If you are investigating every known method cf 
increasing volume—you will look to your con- 
tainer. Perhaps it has greater possibilities now, for 
new developments in packaging occur overnight. 
Let Canco acquaint you with the newest and 
latest information, for Canco experts have been 
building new and successful sales-producing con- 
tainers, year in and year out. Without cost or 
obligation, Canco’s experience, counsel and help 
are yours to command. 


CHICAGO 
104 So. Michigan Ave. 
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“FAULTLESS” CASTERS 
repackaged by R-I-G 


An interesting and significant step forward was taken by the Faultless Caster 
Corporation, Evansville, Ind., in the repackaging of their quality line of casters, 
illustrated above. 


Building definite consumer-appeal into the packages, encouraging dealers to 
openly display them, and giving consumers much needed information about 
casters in general, and ‘FAULTLESS’ Casters in particular, were among the 
many important objectives considered in creating these new packages. 


The same personnel, which carried this rather complicated repackaging plan 
through, from original idea to finished cartons, is available to other manufac- 
turers who want to make their packages pertorm their due share of the 
sales job. 


THE RICHARDSON-TA YLOR-GLOBE CORPORATION 


DESIGNERS AND PRODUCERS OF PROFITABLE CARTONS AND DISPLAYS 
4511 West Mitchell Avenue ° Winton Place e Cincinnati, Ohio 
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NEW YORK CLEVELAND CHICAGO 


UNITED STATES AUTOMATIC 0... Inc. 


MANUFACTURERS OF 
BRIGHTWOOD PAPER BOX MACHINES 


Owning and Operating 
CARTON FORMING MACHINES NATIONAL PACKAGING MACHINERY CO. pcioutinerserpetaagartt ns 


BOTTOM SEALING MACHINES COMBINED SEALING MACHINES 
LINING MAKING MACHINES TOP SEALING MACHINES 

' 
GROSS WEIGHING MACHINES 459 WATERTOWN ST. NEWTONVILLE PAPER BOX FORMING MACHINES 


CELLULOSE FILM AND WAX WRAPPING MACHINES NET WEIGHING MACHINES 


COLLAPSING MACHINES BOSTON, MASS. TAPING MACHINES 


TO THE TRADE: 





Change of Ownership 
Affecting Two Companies 








Gentlement- 


I am pleased to announce the recent purchase of the United 
States Automatic Box Machinery Company, and the National 
Packaging Machinery Company. We will operate under the name 
of the United States Automatic Box Machinery Company, Inc. 


For over twenty-five years IT have been associated with this 
company supervising the design, manufacture and installation 
of our line of packaging and box making machinery. 


A contract which permitted the J. L. Ferguson Company to sell 
and attach "Packomatic" name plates to National Packaging 
Machinery Company machines manufactured by us, has been can- 
celled and we continue to be the exclusive manufacturers of 
these patented machines. We have always built honest, well 
manufactured machinery, and I am pledging myself and my 
organization to a continuance of this policy. 


Parts and devices (at Manufacturers Prices) for use on all our 
machines should be obtained direct from us, as only in this 
manner can any machine user avoid responsibility for the proper 
working of the machine, as well as liability for infringement. 


Your problem on either new equipment or servicing machines already 
in operation will have our prompt attention as our engineers are 
always ready to serve you. 


Very truly yours, 
U. &, AUTOMATIC BOX MACHINERY CO., I 


w/m 
O.W.Wikstrom lea“ bresident 


National Packaging Machinery Company is a Division of U. 8. Automatic Box Machinery Co., Inc. 
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Leading distillers came fo America’s Most 
Complete Packaging Service” for cartons to 


gain maximum sales appeal at Christmas. 

During this season, the advantages of the 

well designed folding carton have proved 

themselves once again.Examples of cartons 

that helped distillers to win wide preference 
are illustrated. 
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CONTAINER CORPORATION OF AMERICA: 


GENERAL OFFICES—II1 W. WASHINGTON ST., CHICAGO « MILLS AND FACTORIES AT STRATEGIC LOCATIONS } 


. 
FOLDING CARTONS:SOLID FIBRE AND CORRUGATED SHIPPING CASES | 


} 





SPECIALISTS IN PACKAGE LITHOGRAPHY 


The lithographic process is particularly suited to the manu- 















facture of labels, cartons and displays. Yet few lithog- 
‘raphers are equipped to provide a service keyed to the 
needs of the packagers. 

Michigan Lithographing Company is so equipped. It boasts 
a long record of successful experience, working for the most 
particular of packagers. I[t maintains a well-staffed art and 





design department, able to originate or to execute your own 
designs. Its plant is among the best equipped in the coun- 


the maintenance of constant quality. 


Before you specify or purchase labels, cartons, stickers, inserts, folders or displays 


] 

try .... Jarge enough to produce millions of impressions daily occ yet geared to 
( 

; 

"ke °. 5 7 1 

....» Consult Michigan. : 











MICHIGAN LITHOGRAPHING COMPANY 
GRAND RAPIDS, MICHIGAN 
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Dual-use Packages- 


a modern idea in merchandising 


ALERT and progressive makers of 
men’s furnishings, such as Hickok, 
have quickly sensed the merchan- 
dising value of Bakelite Molded 
dual-use packages. Women who 
buy furnishings for gifts as well as 
men who buy them of necessity like 
these permanently useful contain- 
ers. They attract attention to goods 
displayed and make selling easier. 

Some of the articles now being 


BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y. 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 


BAK 


The registered wode marts shows obove Gishagvish materials 
qantncwred by Botekte Corporotion Under te capa “3” the 


sold in Bakelite Molded dual-use 
packages are belts, suspenders, 
buckles, tie pins and clips, garters, 
cuff links, and studs. The Bakelite 
Molded packages used include 
cigarette boxes and pocket cases in 
many styles and colors and ash trays 
in various designs. The photograph 
gives an idea of their variety. 
Bakelite Molded is available for 
packaging in standard black and 


Dufferin 





brown and also in an extensive 
range of colors and shades, making 
the selection of a distinctive and 
appropriate color a simple matter. 
We are always glad to cooperate 
with manufacturers on packaging 
problems and submit samples for 
inspection. We invite you to write 
us and also to send for illustrated 
Booklet 8C,“Restyling the Con- 


tainer to Increase Sales”. 





43 East Ohio Street, Chicago, III. 


Street, Toronto, Ontario, Canada 


LITE 









co umber of prevent ond awe wes of Botelte Corporotion's prodiect. 


THE MATERIAL OF A THOUSAND UWSES 
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RE SING 


Let your package reflect the value of its contents, attract the 
buyer with its beauty and colorful appeal. Step up your 
sales with packages molded of Resinox. 


Resinox molds perfectly, cures uniformly, finishes with high 
luster, beauty, and strength. Resinox is odorless, water-and- 
alcohol-resistant, nonbleeding, and available in a wide va- 
riety of colors. ... Packages and products molded of Resi- 
nox are everlastingly desirable. 


RESINOX (ORPORATION 





Subsidiary of Commercial Solvents Corporation and Corn Products Refining 
Company, 230 Park Avenue, New York City 


MOLDING RESINS © MOLDING COMPOUNDS @ LAMINATING VARNISHES 
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KEEP IN TOUCH WITH RESINOX DEVELOPMENTS 














METAL PACKAGE CORPORATION 


ESTABLISHED 1909 


110 E.42xnw SI ., MEW YORK CITY 


¢ One of America’s Largest Canmakers 


SALES OFFICES AND PLANTS @ NEW YORK CITY © BALTIMOKE @ BROOKLYN @ CHICAGO @ BOSTON @ THE FISCHER CAN COMPANY DIVISION @ HAMILTON @ OHIO 
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No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 


MODERN PACKAGING 


THE COLTON 
CLIPLESS 
CLOSURE | 


SEALED WITHOUT 
A CLIP! >» > > > > OP YM DY 


This decorative, dependable closure is obtained 
simply by crimping the end of the tube on machine 
shown below. 


The Closure is completely formed by making the 
two usual folds, making a third fold in the reverse 
direction, and then giving more rigidity to the folds 
by corrugating the folded end. 


Savings in time, labor and material are effected 
because no clips need be bought, there is no loss of 
time to replenish clip rolls, and no maintenance ex- 
pense on automatic clipping heads. 


Write for a sample tube closed the Colton way. 


ARTHUR COLTON CO. 
2600 JEFFERSON AVE., EAST 
DETROIT MICHIGAN 
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OFFERS BEAUTY, CONVENIENCE AND SECURITY FOR YOUR 1935 PACK 
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PACKAGING EXPOSITION 
RETURNS TO 


CHICAGO! 


HE Fifth Packaging Exposition, spon- 

sored by the American Management 
Association, will be held in the Palmer 
House, Chicago, March 5 to 8 inclusive, 
1935. 

Thus, for the first time since 1932, the 
Packaging Exposition goes to the Mid-West, 
providing a geographically centralized lo- 
cation for executives of the nation’s package- 
using companies to visit this great exhibition 
of the equipment, machinery, materials, 

T H supplies and services vital to all phases of 


packaging, packing and shipping... to meet 
P y: \ C i & GI ay G the nation’s experts in this field for invalu- 
able discussion of important problems. 
E x ie 0 & I T k 0 N An outstanding series of Conferences and 
Clinics on Packaging, Packing and Ship- 


ping, participated in by national authorities, 


is scheduled concurrently with the Show. 
PALMER HOUSE - - CHICAGO Featured will be an exhibition of all pack- 


MARCH 5-8 inclusive, 1935 ages entered in competition for the 1935 
A. M. A. Packaging Awards and the Irwin D. 


ee = Wolf Trophy. Pe | 
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FOR MODERN PACKAGES 
_.. NEW STANLEY METAL [i 


STRIPES vec: 


have a gummed back and are quickly and easily applied to | | 
glass, wood, metal, paper, leather and other materials. 

They are a most recent development by Stanley: an impor- | | 
tant contribution to package design because of their adapt- 

ability and modest cost. You will readily see how you can | 
employ them to improve the appearance of a container— 

and to enhance a product's value in the eyes of customers. F 
Let your packages be among the first to gain outstanding | 
appeal through the use of this practical and economical new | 
decoration. Let us show you how they can be adapted to : 
your particular product. Please write 


THE STANLEY MANUFACTURING CO., DAYTON, OHIO 
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IN AN ATTRACTIVE DISPLAY CARTON | 


Probably your product is well packaged at this time. If not, you are 
working against heavy odds in your effort to build sales volume. 


But a good package is only half of the job. Even more important is 
the display carton which brings your product to your customers’ attention. 


Designing and producing individual packages and display cartons 
is our business. We have designed hundreds of successful jobs and 
produced millions of cartons. We will welcome an opportunity to 
consult with you about your packaging problems. 


CHICAGO CARTON COMPANY 
4200 South Crawford Avenue CHICAGO, ILLINOIS 
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THOMAS M. ROYAL & CO. 


5800 North Seventh Street 
PHILADELPHIA, U. S. A. 
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VACUUM PRY _ OFF 


HERMETIC SEALS 


@ Simple to apply 
e Lasy to Remove 


€ Lficient Reseal 


For hot packed products, which 
develop their own natural vacuum 


and 


for mechanically vacuumized 
products, they are ideal. 












HESE 


BOOTH No. 44 See Crown Vacuum Pry Off seals and the Crown Vacuum Machine at The — Bagram’s 
MACHINERY HALL Canning Machinery and Supplies Show, Hotel Stevens, Chicago, Illinois. 


nders 
January 14th to 18th, 1935 . 
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CROWN CORK AND SEAL COMPANY ~« BALTIMORE, MD. 
World’s Largest Makers of Closures for Glass Containers 
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HESE LITTLE PRODUCTS WENT TO MARKET, AND SOLD! 


agram's Gin, Lucky Strike Cigarettes, Chatham Blankets, Pioneer Sus- 

nders all went to the Holiday market in sparkling new cartons made of 
DGELO Clay Coated Folding Boxboard. Hundreds of other successful 
oducts did likewise. 
ey wanted to look their best in brightly colored, smoothly printed boxes. Per- 

Psa more cheerful sales appeal would help your product too. — Start with 
DGELO Clay Coated — the finer, more attractive boxboard. It’s economical and 
ut boxmaker can supply it. 


Cartons by Brown & B 


yCo., Inc = Chatham cartons by Old Dominion Box Co 


- Lucky Strike cartons by Ketterlinus Litho Mfg.Co = Seagram 3 Cartons by Densen-Banner Co., Inc 


ObLoDtsIN G 
BOX BOARD 
Made at Ridgefield, N. J. 
by 
LOWE PAPER COMPANY 

Representatives 

W.P. Bennett & Son, Toronto 

A. E. Kellogg, St. Louis 
MacSim Bar Paper Co., 

Chicago 

Pacific Coast Distributors 
Blake, Moffitt & Towne 
Zellerbach Paper Co 





ARE NECESSARY .. . IF YOU WANT FULL VALUE 
WHEN YOU BUY GLASS CONTAINERS 


@ DESIGN must be based on a 
thorough knowledge of public buying 


; DESIGN habits together with an understanding 


of production problems. QUALITY 


QUALITY must come from careful selection of raw 


materials, the use of the most modern 


SERVICE automatic machinery and electric anneal- 


ing lehrs, and the scientific control of every 
step in the manufacturing process. SERVICE 


must include competent counsel on label and 
closure suggestions, complete facilities for 
providing corrugated shipping cases and ayail- 
able glass container stocks that assure prompt 
delivery. No one of these factors can stand 
alone. ALL 3 ARE NECESSARY. That is why 
OnlIzed COMPLETE PACKAGING SERVICE 
is acknowledged to be the logical choice of 
manufacturers who pack their products in glass. 


YOUR INGUIRY IS INVITED. WRITE QPWY EEN S=-3 LILI N@QES ciass company, rorevo, o. 





MODERN PACKAGING 








This is the fourth of a series of articles planned to better 
acquaint the user of packaging materials with the proces- 
ses by which they are produced and with the factors that 
enter into their specification and purchase. Previous 
articles have treated on Glazed and Fancy Papers, Glass 
Containers and Folding Cartons. 

We are indebted to the Aluminum Company of 
America not only for the photographs on these pages but 
also for invaluable aid in the preparation of our treat- 
ment of this subject. 

The widening scope of usefulness for aluminum in the 
packaging industry has brought up many questions re- 
garding the application of this metal. Like other pack- 
aging materials, aluminum possesses certain advantages 
as well as limitations. It is our purpose in the following 
discussion to point out these features so that the packager 
will have a better understanding of the metal and how it 
may serve him. 

Our story is divided, logically, into three parts. The 
first, which appears in this issue, deals with the manufac- 
ture and use of aluminum foil. Subsequent issues will 
carry stories on caps and seals as well as extruded alu- 
minum products including collapsible tubes. 


O GIVE packagers the complete picture of 

aluminum and its uses in the packaging industry, 

we start our story not at the mill but at the 

mine. For like other metals, aluminum comes 
from the ground and your foil candy bar wrapper or 
aluminum bottle top probably started existence as an 
inconspicuous lump of earth in Arkansas or South 
America. 

Perhaps the term earth is a bit broad, though 
aluminum is one of the most plentiful of the earth’s 
constituents—more plentiful, in fact, than iron. 
However, it is not feasible to take aluminum from most 
sources because of the high cost involved. 

Aluminum as we use it today, is derived from 


* 


After the bauxite has been mined it is taken to the mill, broken up 
in great crushers and then washed and screened to remove inter- 
mixed clay, sand and other foreign material 











The molten aluminum is tapped from the reduction furnace into 
large crucibles and poured into pigs 


bauxite, an ore found in this country chiefly in 
Arkansas. Some of it is brought in from South 
America. Bauxite contains aluminum oxide, or 
alumina as it is called. It also contains many 
impurities which must be removed by chemical 
processes at a purification plant. The alumina in 
final form is a fine, whitish material which in appear- 
ance somewhat resembles table salt. 

To convert alumina into aluminum, it is stirred 
into a bath of molten cryolite, contained in a steel 
tank lined with carbon. Into this hot mixture, 
carbon bars are inserted, and an electric current 
passed from the bars, through the molten mixture 
to the carbon lining of the tank. The electric cur- 
rent robs the alumina of its oxygen, causing a layer 
of pure aluminum to form at the bottom of the tank, 
which is tapped off from time to time. The metal 


Right: Aluminum ingot, ready to be rolled into sheet 
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is poured into molds and allowed to harden into pigs, 
In turn, these are melted and cast into ingots of vari- 
ous sizes and shapes. 

For many uses, including foil and collapsible tubes, 
commercially pure aluminum is employed. In other 
cases, small amounts of alloying materials are added 
for greater strength and other desirable characteristics, 
Most common of these are copper, magnesium, man- 
ganese and silicon. Many alloys are available, cach 
possessing certain characteristics which make it par- 
ticularly suitable for special classes of service. Some 
of the alloys of aluminum possess the strength of 


structural steel. 

Ingot aluminum, intended for foil, arrives at the sheet 
mill in the form of oblong slabs weighing up to about 
300 pounds. By passing the ingot through a succession 
of rolls, the metal is gradually rolled out into sections 








of plate or sheet a fraction of an inch in thickness and 
many feet long. Skilled workmen feed the metal 
through the passes, shearing the pieces to size and other- 
wise preparing the metal for further working. 
Depending on its intended use, aluminum sheet 
comes from the mill in flat form or coiled. For con- 
version into foil, coiled sheet is used. Operations at 
the foil mill in the early stages are a continuation of the 
sheet mill processes. The first break-down mill takes 


Below: The workman is placing the ingot into position for the first 
pass 


* 


Right: Rolling coiled aluminum sheet. The foil mill receives the 
metal in coiled form 























Above: At the foil mill the sheet is converted into foil by a 

series of rolling operations. This view shows the first break- 

down mill which takes the !/s-in. coiled sheet and reduces it 
to approximately !/3:-in. sheet 
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the coiled sheet at '/s in. and reduces it 
by a series of passes to a thickness of 
approximately '/3. in. A second break- 
down mill rolls the sheet still thinner. 
The metal is called foil rather than sheet 
from here on, the dividing line being 
about .005 in. 

For some applications, rolling ceases 
at this point and the foil is sheared and 
prepared for shipment. However, for 
most packaging work, further processing 
is necessary. 

In the thinner gages the foil is harder 
to handle and two coils of foil are run 
through the rolls together, being sepa- 
rated later. The coils are usually sheared 
to exact size in connection with these 
combining and separating operations. 

To thoroughly remove all rolling lubri- 
cants from the foil and to make it pliable, 
the coils of foil are placed in electrically 


Below: A second breakdown mill rolls the alu- 

minum still thinner. Actually the metal enters this 

mill as sheet, comes out as foil, the dividing line 

being 0.005 in. A continuous spray of oil keeps 
the foil lubricated 


Right: In the thinner gages, aluminum foil is run 

through the rolls, two layers ata time. This is a 

separating machine which divides the sheets, 
rolls them separately 
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USE 


Spots for beer bottle 


caps 


Wrappers for bottle 


necks 


Candy bars 


centers 


Chocolate nut clusters 


ping 


Packaged goods, box 


covers, etc. 


Butter 


Cream and milk 





Ice cream bars 


Chewing gum 


Tea 


Tea 


Tea 


Chocolate covered 


Chocolate bud wrap- 
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.0035 
.000385 
.00035 
.OO1 to 


.00085 
001 





GAGE 


.0022 


0004 to 


0.00065 


.00035 or 


0.00045 


0004 to 


0.0005 


.00035 or 


0.00045 


.0004 or 


0.00045 


00035 to 
0.0005 


.0005 to 


0.001 


0.0015 





ADHESIVE 
If paper backed 


colorless cement 


If paper backed 


colorless cement 


Wax 





None 


Wax 





None 


If paper backed 


colorless cement 
If paper backed— 
colorless cement 


None 
Wax 
Wax 


None 


Glue lines 


Colorless cement 














TYPES OF FOIL AS 






BACKING 
Paper backed or 
no backing 
Paper backed or 
no backing 


Waxed paper 





No paper, or tis- 
sue interleafed 


16-lb wax paper 





No backing 


Plain or paper 
backed 
Glassine _ paper 
backed or no 
backing 
None 
16-Ib wax paper 
16-lb wax paper 


No backing 












25-lb paper 


Paper 
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BACKING uct _ 







- 
ooo” 


- 
“* 
ae’ 
“er 





















Coffee 0.00035 Glue lines or solid Paper sant ional saa 
0.00045 colorless cement " VN \\ | N\\\) \ , 
0.00065 , \\ opal? e 

Cheese wrappers 0.0005 Wax Various weight \ at gaoavl¥h 7 

paper eer el 

Cheese wrappers Up to 0.0008 None No backing get oe ¢ 

Cheese jar tops 0.002 None None Ves pl 

Yeast 0.0005 None No backing = 

Dried fruit 0.0005 If paper backed Paper backed (or) 


colorless cement 
or glue line 
.00065 or None 
0.0007 
.0005 Wax 
.00065 to Wax 
0.001 


Candy mints 


Cakes 
Cut tobacco 


Cigarettes 0.00045 Glue lines 
Soap 0.0005 Wax 
Photo films 0.0005 Wax 
Corsage stem wraps 0.00065 None 
Meat wrappers 0.0005 Wax Paper 
Frozen food packages 0.0005 to Colorless cement 
0.00065 
Bon-bon cups 0.002 None 


heated annealing ovens, being held there at a carefully 
controlled temperature. 

For some purposes aluminum foil is used plain. 
In other cases it is decorated. In the latter 
field the possibilities are almost unlimited, the 
finishes including a pearly lustre, polished silver, 
dull silver and a wide range of embossing running from 
a fine tracery for soap wrappers to large bold designs. 
Any of the textures may be given a clear lacquer for an 
ink foundation, or colored in practically any desired 
shade, from the palest of gold to brilliant reds, greens 
and blues. A transparent effect is obtained by per- 
mitting the aluminum to show through, creating a 
metallic lustre that is highly pleasing for certain pur- 
poses. For more subdued effects, a pigmented color 
may be used. 

Aluminum foil is embossed by running it through 
steel embossing rolls. Both colored and uncolored foil 
are embossed. 

Lacquering is likewise accomplished by rolls. The 
lacquer, fed into troughs into which the rolls dip in 
revolving, is immediately transferred to the foil. The 
lacquered foil is conveyed by belt through drying ovens 
which thoroughly dry the lacquer. The lacquers are 
water-proof as well as non-toxic which makes foil thus 
prepared perfectly safe to use in connection with food 
or other products which must be protected. 


no backing 
No backing 


Waxed paper 
Waxed paper 


Bond paper 
Waxed paper 
Waxed paper 
No backing 


Book paper 


No backing 


















































Top: Preliminary trimming is frequently done on the separator, 
by means of steel knives which fit into grooves on the roll 


Below: Steel embossing rolls leave their pattern on the foil 


Frequently the foil is given a paper backing which 
may be secured to the foil by means of cement, glue 
lines or asphalt adhesive. The backing and adhesives 
are likewise applied by rolling operations. 

Foil wrappers are usually printed prior to shipment. 
As many as three colors are printed on foil with no 
difficulty, and in a modern lithographing and printing 
plant the possibilities in colors are unlimited. Rec- 
tangular sheets are printed on flat-bed presses in single 
or multiple and later sheared to size. Coiled material 
suitable for use on automatic packaging machines is 
printed on rotary presses. 
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Lacquering machine. The foil passes over rolls which impart the 
lacquer to the surface, then moves through the oven seen in the 
back, which dries the iacquer 


Most foil is shipped in coil form. To avoid possible 
damage each coil is carefully placed on an individual 
spool and felt buffers placed over the ends. Sturdy 
wood boxes carry the coils to packagers all over the 
country to be fashioned into liners, wrappers, labels, 
milk bottle hoods and other useful articles. 

The individual requirements of the packer deter- 
mine the type of foil best suited to his needs. Plain 
foil, which is less expensive than decorated foil, is 
employed where there would be no particular advantage 
in using a decorative scheme. Tea containers, chewing 
gum wrappers and certain types of candy bar wrappers 
are among the more familiar examples. 

If a patterned foil is desired, embossing is recom- 
mended. Embossing reduces the brightness of the 
foil finish, giving a finish that is highly effective for 
certain purposes. Lacquer, used either plain or tinted 
imparts to the surface of aiuminum foil a lustrous 
metallic effect. Practically any shade is available 
including black and gold. 

Sometimes the printed message and the name of the 
product is incorporated on the foil itself, thereby 
eliminating the necessity of using an outer wrapper. 
Candy bars are frequently packaged in this way. 

It is advisable to use plain foil where large printed 
areas are needed. Embossed foil is recommended 
where fine line design is used except where the embossed 
patterns are such that they might blend with the print- 
ing and cause confusion. 

Aluminum foil is frequently backed with waxed 
paper, or cement mounted or glue lined to various 
papers to give it additional strength. Sometimes paper 
waxed on both sides is used in conjunction with foil, 
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Top: The foil is combined with paper in this manner 


Below: The foil is cleansed of rolling lubricants in an electrically 
heated annealing furnace 


for example, as a wrapper for sticky candies. For 
butter, foil is backed with glassine paper, with the foil 
used next to the butter. The cement employed as an 








Top: Rolls of aluminum foil are carefully packed in sturdy wood 
boxes, and held in place by wood dowels. Felt pads prevent 
injury to edges 


A flat bed press imprints the foil with the wrapper design 





adhesive is colorless, odorless and tasteless. For 
cheese, either plain or embossed foil is employed, 
generally mounted on paper. To prevent corrosion 
caused by certain types of cheese acting on unprotected 
foil, a special preparation is used as a coating for the 
foil which completely eliminates this danger. The 
coating in no way affects the qualities of the cheese. 

Cement adhesives form a very firm bond between 
paper and foil, and are available either water soluble 
or not water soluble. This wrapper is effective for use 
as a liner or wrapper for packages where moisture 
resistance is necessary. Foil prepared in this manner 
is likewise used for labels on glassware, as well as for 
greeting cards and folders. Foil backed with glued 
paper is employed for containers for cigarettes and tea. 
The glue is applied in finely spaced strips. 

Aluminum foil does not tarnish and remains clean 
and bright indefinitely. It weighs only about a third 
as much as other foils which permits a proportional 
increase in covering area per pound. This weight 
advantage makes up for the difference in cost per 
pound between aluminum foil and other commonly 
used foils. The lightness is a factor, too, in reducing 
shipping charges. 

In the protective field, aluminum foil has a very 
definite place. Impermeable to moisture, light and 
heat, it is widely used to preserve all manner of foods. 
Cheese remains fresher when wrapped in foil, while 
candy bars and other perishable products are protected 
from heat and light in this manner. 


Below: Typical uses for aluminum foil 





Compare the sales advantage of the new transparent-wrapped bars—separate and in the display carton with the old paper-wrapped 
bars shown at the right. There one finds the reason why sales of Red and White Floating Soap have increased 


DISPLAYING TO $1 OP? ARR FESe 


HE Red & White Corporation, a national during shipment. Another exhaustive investigation 
organization, has during the last year or two solved this matter with the development of an ink that 
redesigned several hundred labels and pack- neither worked itself through the transparent cellulose 
ages for the branded line of products dis- to the bar, nor smudged during shipment. 

The develop- The Red & White Corporation has never failed to 
witness a great increase in the sale of an item after it 
the new 


Gg 


tributed through its membership stores. 
ment and supervision of these designs is in the hands 
of the package design department, which is maintained has been redesigned. For example, when 
at the organization’s headquarters in Chicago, and a Corn Flake carton reached distribution, sales immedi- 
number of commercial artists, printers and lithog- ately increased by leaps and bounds. Member re- 
raphers. When the necessary sketches have been tailers were extremely anxious to give the new Corn 
developed they are submitted to the merchandise and Flake package the most prominent store display loca- 





package design committee, consisting of member 
officials in Buffalo, N. Y., Denver, Col., and Sacra- 
mento, Cal., for their combined approval and further 
suggestions. 
Some idea of the thoroughness of this plan and the 
work involved may be obtained from the accompany- 
ing illustrations which show several of the new packages 
that have been placed in distribution by the company. 
In every case, advantage is taken of the cooperation 
offered by package material suppliers. As a specific iD ktocweere 
instance: the transparent wrappers for White Floating — BAKING 
Soap (as illustrated above) occasioned some difficulty a ’ OWDER 
at first because of the ink working through the wrapper ‘ a - 
to the bar. 
The Shellmar Products Company then made an ex- 
tensive investigation and overcame this problem only 
to discover that the new inks specified tended to smudge 
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tions. As a result a great deal of the threefold in- 
crease in Corn Flake sales this year, as compared to 
last, is attributed to the new design package. 

With well over one thousand items and sizes of mer- 
chandise under its brands and with the inauguration of 
the redesign program two years ago any kind of a com- 
plete repackaging job seemed stupendous, but coupled 
with this was the decision that each package or design 
must have an individual distinctiveness and yet retain 
a family relationship in an easily identifiable continuity 
of design. By careful study and patience the familiar 
red background color has been embodied into all of the 
items under this brand and yet no two packages have 
appeared similar or monotonous except in cases of 
closely related items, such as spices, etc. 

An interesting angle to repackaging activities is the 
fact that the program was barely under way when the 
clamor for new design and newly packaged merchan- 
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ages which they could be proud of. Which, when the 
program is completed will help to make their stores a 
huge beautiful display of merchandise. Due to this 
program only a few hundred dollars loss will be charged 
to obsolescence of design. 

The packaging of the corporation’s other brands is 
also of interest. Blue & White is a complete and com- 
prehensive line of merchandise next in quality to Red 
& White. It is extremely competitive and for that 
reason it has been necessary to maintain an immediate 
and first glance differential in its quality appeal. Ob- 
viously it would be to the detriment of the Red & 
White stores if its second line of merchandise misled 
Mrs. Consumer and gave her the impression that it 
was as good or better than its top quality. 

Then there was another problem of packaging the 
miscellaneous brands which were strictly top quality 
merchandise in their various classifications, yet be- 





The new packages adopted by Red & White Corporation are manifestly designed to obtain retailer as well as consumer acceptance. Lend- 
ing themselves to attractive display, they compel a prominent place in the distributors’ stores 


dise exceeded the company’s ability and facilities to 
supply. When it learned of the intense interest mem- 
bers were taking in the newly dressed merchandise and 
their dislike for any further merchandise in the old de- 
signs, to say the least, the company was flabergasted. 
There was the possibility of being faced with the neces- 
sity of charging off over $100,000 worth of old design 
packaging material. This seeming catastrophe was 
turned into a blessing by appealing to the loyalty of all 
members with an explanation of the situation. They 
began to push old design merchandise as it has never 
been sold and pushed before—in order to get it into con- 
sumption and make way for the new attractive pack- 


cause of their nature they are not distributed under the 
Red & White brand. These include such items as 
Silver Rapids Pink Salmon; Sunspun Salad Dressing; 
Senorita Palm Oil Soap; Flav-R-Jell Gelatin Dessert; 
Meadowbloom Butter, etc. Supply and demand and 
public taste have elevated red salmon to the premier 
position. But fancy pink salmon need not take a back 
seat to any other variety. Rather than merchandise 
this item under the second grade Blue & White, the 
company uses the individual and distinctive name 
Silver Rapids. This removes the stigma of second 
grade classification and permits the use of a quality 
label. Much credit should be given to both the art 
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department and the production department of the 
Union Lithograph Company of San Francisco for its 
fine cooperation in assisting with the design and pro- 
duction of the canned goods labels. All of the lines 
of canned goods labels are produced in four colors and 
the perfection of this process which came about during 
the last few years has taken courage and foresight. 

But the Red & White corporation is not content just 
to supply its members with these new packages and let 
it go at that. Therefore, it distributes to all of its 
members a weekly display bulletin. These are well 
illustrated with photographs of actual examples of 
effective store, shelf and island and counter displays 
as well as a weekly window display. An idea of these 
helps may be had in the following excerpts: 

‘“‘Ask any grocer what his windows are for and he 
will say, “To sell foods.’ That is partly correct, but 
here are the three primary purposes of a store window: 
First, to identify the store or class it—so people will 
know what kind of merchandise the store sells. Second, 
to stop a fair percentage of passersby. Third, to in- 
terest them in specific goods and bring them in to buy.” 

‘When creating window displays build them around 
one central buying idea. For instance this week it’s 
Household and Bathroom Supplies. This grouping 
makes them more interesting, easier to look at and 
study because they awaken only one related group of 
‘buying ideas’ in the customer's mind. The only 
question for her is: ‘What do I need in the way of 
household and bathroom supplies?’ This selling 
method is far more forceful than the confusing type 
display that suggests soap, cheese, pepper, cocoa, etc.”’ 

‘Don't expect to interest people in any item with one 
or two package display. Have what appears to be a 
case or two. Profusion and abundance stirs interest 
in displays. It stops people and makes them eager to 
participate in the purchase of what every one must 
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window display (as bathroom tissue does above), 
This is the ‘stopper’. It is the point where people 
begin to look. Busy people haven’t time to study out 
a mess of items but they will stop and look at one in- 
teresting item or a closely related group built around 
one dominating ‘buying idea.’”’ 

“Sales have jumped by leaps and bounds when the 
new eye appealing Blue & White Soap Chips carton 
was recently introduced in the Red & White stores, 
The immediate consumer acceptance of the new pack- 
age was indeed encouraging. When redesigning this 
package, it was decided that a bold design would 
be required so that the package could be easily 
seen and identified even at a distance.”’ 





Packaged in suitable containers, each product has the advantage 

of that consumer attention which is compelled by attractive and 

consequential design. ‘‘Tell ‘em quick and tell ‘em often’’ is the 

slogan which Red & White Corporation encourages by means of 

its packages and displays, which are so styled as to reflect the 
quality of the contained merchandise 





seemingly be buying. Make one idea dominate your 
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Fine chemicals require containers and closures that will “stand the gaff” 
and afford maximum protection and convenience. Some of the problems 
and accomplishments of Merck & Company in this direction are discussed. * 


by p “Y) Eurenhan 


ACKAGES are never perfect. 
No matter how often high- 
priced artists and deep-think- 
ing scientific men put their 
heads together over the artistic and 
material aspects of a container, they 
can rarely agree that they have 
produced a perfect package. So the 
Merck research work on packages con- 
tinues indefinitely—constantly striv- 
ing to produce packages that will be 
modern, convenient, and practical. 

This research work occasionally re- 
quires actual pioneering in the pack- 
aging field. One such development 
was the lock-top canister, which is 
now a standard Merck package. This 
package is almost the direct result of 
a suggestion made by a druggist to one 
of our representatives in the field. 
We had been packing certain chemi- 
cals in paper-sided containers with tin 
tops and bottoms fitted with friction 
plug covers. This type of cover was 
objectionable because it had to be 
pried out each time the chemical was 
used. A druggist suggested that we 
change this cover to the lock-top style 
of construction. 

At first glance this seemed a fairly 
simple change to make; but, as it 
turned out, the proposed package spent 
two years in our laboratory before it 
eventually appeared on the market. 
First, samples of such canisters were 
prepared, and, after filling, were sub- 
jected to extremes of temperature and 
of humidity to determine the tightness 
of this new construction. After a 
year’s experimentation had proved 
conclusively that the idea was feasible, 
we were able to go ahead with the 
physical details. (Continued on page 78) 


* Reprinted with permission from the Octo- 
ber, 1934, issue of The Merck Report. 


Returns on broken caps indicate that not more 
than one molded cap out of every fifty thou- 
sand sold is cracked 
























































PASSING THE MERCK PACKAGE GAUNTLET 





) 


bi ewts 
/ 7 


EWNESS and striking originality of design 

et featured in two ultra-modern cookie 

packages which have been made for The 

Merchants Biscuit Company of Denver, 

largest manufacturers and distributors of cakes and 

cookies in the Western region, by Hugh Weller. Many 

ingenious treatments have been employed in these 

packagings, which were created for the two newest 

products of this company: Assorted English Tea 
Wafers and Chocolate Luxor Sandwich Wafers. 

Simplicity is extremely functional in the design 
motif with emphasis and proper dominance, by means 
of lettering style and perspective, used to achieve a 
balance of arrangement and organization which leads 
strongly to interest points. 

Minimum of copy is used to assign every detail of 
the printing its relative importance. The pack is 
made interesting and alive to the customer because he 
or she, as the case may be, is not antagonized by a 
number of meaningless captions loaded upon every 
available portion of the design. 

Perhaps the most distinctive feature in connection 
with the plan of these packages—one which makes for 
great convenience—is the fact that the design is litho- 
graphed directly on the carton, with a transparent 
cellulose covering used for protection and cleanliness. 
Heretofore, the greater number of packages have always 
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LITHOGRAPHED ON THE CARTON 


Sterling 


had the paper label pasted over the cardboard carton— 
a style which made for a looseness of wrapping that 
often caused inconvenience and untidiness in opening. 

Decoration is condensed on one end of the package 
to lend proper emphasis to the most important feature— 
a picture of the product—and also to make the most 
effective use of open spaces which are in keeping with 
the whole scherae of design. 

The background of the English Tea Wafer package 
is a delft blue tone, with chocolate and cream-colored 
designs and a decorative still life done in orange and 
yellow. A background of terra cotta, combined with 
blue and green, forms a color scheme for the Chocolate 
Luxor Wafers. The side panels are especially modern 
and pleasing, acting as a decorative novelty in ex- 
panded lettering, beside making for greater convenience 
in placing upon shelves, for display purposes, etc. 

An important phase of these designs is the unique 
lighting effect achieved on the cookies reproduced on 
the Luxor package. Instead of being given the usual 
flat treatment, they were developed by the artist into 
a movement of light to dark. 

The Merchants Biscuit Company will soon place 
upon the market a series of other packaging designs, 
all of which have been executed by Mr. Weller. The 
cookie packages described were made by the Chicago 
Carton Company. 


In placement of deco- 
ration, arrangement 
of elements, light and 
color effects, these 
lithographed cartons 
achieve __ originality 
and distinction 
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N this age of color, when the nation is color 
_— * conscious from bathtubs to fingernails, it is 
a interesting to observe the rapid strides which 

have been made by leading glass container 
manufacturers in the use of applied color lettering of 
designs, trade marks, slogans and decorations on the 
glass package. The fact that utility and eye appeal 
have been combined has enabled the package user to 
take advantage of merchandising possibilities hereto- 
fore impossible. 

Second only to a better product in consumer service 
is a better or more attractive package. The striking 
possibilities for brand development through the use of 
permanent color on the glass package is evident to those 
executives who are merchandising minded and can 
appreciate the value of color with its increased eye 
value, not only for display but when tied in with 
current advertising material. 

Credit for originating the idea of applying color to 
glass containers goes to England, who did much in the 
early development of emploving a silk screen process 
to put color lettering on bottles. Its practical applica- 
tion and further development, however, was carried on 
in this country and credit must be given to domestic 
glass companies. Outstanding was the work of Owens- 
Illinois which resulted in the perfecting of a practical 
process for the accurate and permanent application of 
applied color lettering and design. Owens-Illinois be- 
gan experimenting several years ago and succeeded in 
the development of special pigments which would with- 
stand the temperature encountered in the process, and 
yet retain their brilliance in service. 

A few years back, when a manufacturer wished to 
introduce a new product or change his present glass 
package, as far as color of glass was concerned, he was 
automatically limited at the offset to a relatively small 
assortment of perhaps only amber, light and emerald 
green, and flint. Now, with the facilities for applied 
coloring, the manufacturer may have a wide choice of 
such colors as red, yellow, black, orange-red, blue, light 
blue, brown and green, in both vivid and pastel shades. 
In fact, attractive combinations of these colors are 
also possible. Another type of applied color distinct 
from coloring the entire container is applied color 
lettering which uses the silk screen method. Here the 
color is lettering, a trade mark, or some such design 
which stands out against the wall of glass. 

The bottles bearing the applied color are put through 
a separate second annealing which reheats the glass 
until the pigment becomes finally fused into the glass 
surface of the bottle. This has a very definite ad- 
vantage as it has the effect of ‘‘double-annealing,”’ 
adding considerable strength to the glass container. 

The first extensive commercial application of the 

Color illustration from plates furnished through the courtesy 
of Ow Illinois Glass Company. : 


APPLIED COLOR ON GLASS CONTAINERS 


applied lettered bottles in this country was a little over 
a year ago when a number of prominent daities through- 
out the country began testing the merchandising 
possibilities of a milk bottle with trade marks and other 
lettering in applied color. The new package met with 
immediate and favorable acceptance, and the trend to 
color in miik bottles gained momentum rapidly. In 
fact, at present, major dairies in key cities from coast 
to coast are using this package and applied color milk 
bottles comprise an important percentage of the total 
bottles in use today. 

The use of color in milk bottles brings an advertising 
value heretofore unknown. Color artistically used is 
beauty, and when skillfully applied in attractive de- 
signs, trade marks and brands, against the white back- 
ground of milk, the effect is most impressive. The 
serviceable but humble milk package has blossomed 
into new life and acquired new significance. Many 
dairies are using this valuable display space to remind 
the housewife of other products such as cottage cheese, 
buttermilk, ete. Another plus advantage is the assur- 
ance of the return of bottles as no dairy wants to dis- 
tribute milk in bottles prominently lettered for a com- 
petitive dairy. 

While the dairy industry was the first to take ad- 
vantage of the use of applied color lettering as a means 
of stimulating an increase in demand for their product, 
its use is by no means limited to this type of bottle. 
Repeal, naturally, brought a tremendous increase in 
demand for new types of containers from the wine and 
liquor industry. The problem of adding a modern 
touch to a traditional style of package in this field is 
admirably shown in the accompanying illustration of 
the unique container for Old South ‘““Mint Julep’’ and 
‘‘Planter’s Punch.’’ The entire bottle in this instance, 
has been colored with a pastel shade of ivory, thus 
making a deluxe package. Four glass straws are 
placed on the package that they become a part of the 
design of the bottle. Also, the blue decanter set is an 
excellent example of possibilities of reproducing detail 
in colors by the decalecomania process against a field of 
applied color. 

Additionai outstanding examples of applying color 
to the entire container are interesting. The very 
modern Listerine travel bottle, designed by Ben Nash, 
was used as a premium by the Lambert Company of 
St. Louis. The attractive containers used for “‘Diana 
Deane Freshener,’”’ ‘‘Cutex Hand Cream,” ‘‘Ruth Lane 
Facial Astringent’’ and ‘‘Fitch Cleansing Creme’”’ are 
typical examples of creating deluxe toiletry packages 
by using applied colo1. The Sohio and Fleet Wing 
auto polish bottles show how applied colors add atten- 
tion value to the package and tie-in with the color 
schemes of the trade mark. 

In the beverage field the use of applied color now 
enables the bottler to tie in (Continued en page 78) 
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Right and left, the new Madison Foods packages; in center, the old designs 


PACKAGING FALLACY NO. 2 
"WE WANT TO MODERNIZE OUR PACKAGES BUT WILL NOT MAKE ANY RADICAL CHANGES” 


HIS morning’s mail brought an inquiry to my 
desk typical of many which have been made 
during the past year. It reads in part: 

“Our product is sold nationally, through 
jobbers and direct to the very large retailers. We 
will consider some changes if we can improve our 
package, but we must not get very far away from 
our present layout, for we have used this color 
scheme and design for 35 years.” 

The package in question, a reverse tuck folding car- 
ton, printed in blue on buff-colored board, is completely 
covered with copy descriptive of the product, its many 
uses, retail price and the manufacturer’s name and 
address. Judged on the basis of protection of the 
product, identification of product-name and manufac- 
turer, and its general production characteristics it 
unquestionably serves its purpose today, as it did 35 
years ago, but from the standpoint of its merchandising 
features it is definitely handicapped. 

While not entirely understood by the masses, there 
are a number of definite reasons for making package 
changes at the present time. Someone has wisely said 


by “Welhoed ach >) 


“There is nothing sure but change’’—and this applies 
particularly well in the field of packaged merchandise. 
New materials, new methods and new standards for 
judging values have all had a bearing on the subject, 
and made many a package obsolete, not because of 
the length of time it has been on the market but be- 
cause the new developments have outmoded it. 

The principal reason for considering package changes 
is because it has been proved during the past few years 
that the package can be made to exert a large and 
definite influence in the successful sales of any given 
product. It is a change in viewpoint—considering the 
package from its effect on the consumer rather than 
from its technical or production possibilities. Win- 
ning more favorable consumer attention and action is 
therefore the underlying reason for package changes. 
Restricted consumer incomes and greater discernment 
in arriving at buying decisions have made it costly for a 
manufacturer to continue sticking to a long outmoded 
package and have his product ignored by consumers 
who reason that if it had kept abreast of modern devel- 
opments it would logically be presented in modern dress. 
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According to this comparatively new line of thinking 

and planning, the consumer is no longer considered in 
terms of mere population statistics, geographical loca- 
tion, age groups, income rating, etc., but as a reasoning, 
thinking individual, not only capable of choosing be- 
tween directly competitive products, but determined to 
buy only those products which offer maximum satis- 
faction for the price paid—in other words, to “‘get one’s 
money’s worth. This display of self-reliance, initia- 
tive, and determination to establish and accept values, 
as the result of the consumer’s own judgment, has led 
to numerous studies, surveys and researches in the 
field of consumer psychology to definitely determine 
factors that will uniformly prove attractive to, and in- 
duce buying action by, large numbers of consumers. 
Armed with this data, plus the ability and willingness 
to discard old ideas in favor of new and better ones, 
progressive manufacturers are keeping their packages 
abreast of consumer needs and desires and reaping the 
profits which their mental alertness so richly deserves. 

Granted that securing greater consumer attention 
and sales is a worthy objective, what method of ac- 
complishing the package change should be followed? 
Two courses are open: 

1. Series of Gradual Changes: This procedure is fol- 
lowed by those manufacturers who fear that a 
radical change in the package design would cause 
confusion among present consumers of the prod- 
uct, and hence lost sales, which would not be off- 
set by added sales from present non-users, secured 
through the improved package. In reality it 
represents one or a series of modifications in the 
existing package, rather than the creation of a 
new package, each one of which would be so 
slight as to hardly be noticeable by the consumer. 
While this method has been frequently used, ex- 
perience has shown that the feared loss of sales 
was more imaginative than real, that it took a 
long period of time, usually years, and that the 
expense of accomplishing the improvement was 
out of proportion to the benefits secured. 


- 


2. One Single Step: There is a steadily increasing 
tendency to make any necessary package changes 
and improvements in a single step rather than 
over a series of gradual ones. The reasons ad- 
vanced in favor of this course of action are: 

(1) If a change is needed it should be radical 
enough to possess news and dramatic 
values which may be capitalized on in the 
products advertised and sold. 

(2) Once convinced that a change is necessary 
for the product to keep abreast, if not 
outdo, its competition, to resort to a 
lengthy and costly series of modifications 
in the package is deliberately inviting lost 
sales and prestige. 

(3) Competition is so strong and determined 

these days that in order to maintain pres- 
ent sales volumes the maximum merchan- 
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dising appeal must be built into the prod. 
uct and its package now, rather than later 
at an apparently more favorable period. 

(4) So long as the redesigned package and 
product may be readily identified with its 
original and established trade name there 
is no grave danger of present customers 
refusing to buy it because its packaging 
has been improved. Added to this are 
the benefits of attracting new consumers 
who refuse to buy it in its present package, 
and are not likely to buy it in a slightly 
modified one. 

(5) Avseries of steps is unnecessary and unduly 
costly if the radical improvement in the 
package is made the keynote of the entire 
sales and advertising drive. 

While there are many manufacturers capitalizing on 
the benefits derived from making package improve- 
ments, there are still many manufacturers who are con- 
fused and uncertain as to just how to work out im- 
provements in their package or packages. For these 
honest-doubters, the following simple ‘‘thought-pro- 
vokers,’’ when supported by the necessary particulars, 
will give an excellent foundation on which a competent 
pack-designer and merchandising counsellor can create 
an effective redesign plan: 

Eliminate your present package from your thoughts 
and view your product from the consumer's stand- 
point, asking and answering the following questions: 

1. What is the product—a necessity or a luxury? 

2. What does the average consumer know about 

your product (or similar ones) ? 

3. Why should consumers buy and use your 
product? 

4. What product or products offer the strongest 
competition to the larger sale of your product? 

5. What advantages do these competitive products 
offer the consumer? 

6. What copy appeals have proved most effective 
in bringing new consumers to the point of pur- 
chase and use of your product? What single 
key thought should be stressed ? 

7. Where will consumers buy your product? 

8. How will they buy it-—on demand or impulse? 

9. How can dealers be made to give open display 
to your product on their counters, show-cases, 
tables and in show-windows? 

10. What descriptive and informative facts should 
the consumer have about your product to in- 
sure maximum satisfaction in its use? 

11. Is there a trademark or some other distinguish- 
ing mark which, having been used on past and 
present packages, will enable consumers to 
readily recognize the old product in its new 
package? 

12. What is the weight and retail price of the 
product? What advantages would be secured 
by featuring the price on the new package ° 

(Continued on page 91) 
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_ dn the coffee packing industry, phototubes are 
being used to prevent losses due to incorrect 
weighing and incorrect number of containers in cases. 
Each case contains thirty-six one pound cans packed 
in two layers and carried by step conveyors from the 
packaging machinery to the operator who closes and 
seals the case. Frequently, the packaging machinery 
permitted one can to occupy a flat position in the 
bottom of the layer thus occupying a space of two cans 
and naturally the upper layer prevented the possibility 
of detection by the attendant at the end of the conveyor. 
The problem was first attacked by using a beam type 
scale, whose pointer when in a midway position on the 
scale indicated correct weight. This visual indication 
was not sufficient because of the human element and the 
cost of the attendant. 

Next, a contact was added to the pointer which in 
either the upper or lower limits energized a signal light 
and alarm bell. This did not prove satisfactory be- 
cause the friction between the pointer and the brush 
contact destroyed the accuracy of the scale. 

The problem was finally solved by fastening a light 
weight elliptical shaped metal sheet on the pointer 
midway so that the movement of the pointer to a posi- 





* Industrial Division, Westinghouse Electric & Manufacturing 
Company. 








Photo-electric installation, as used to determine correct weighing 

and number of packages in the packing of coffee at the Hoboken, 

N. J., plant of Standard Brands, Inc. Diagram at right shows ar- 
rangement of wiring, signals and connections 
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tion other than that corresponding to correct weight 
would uncover one of two holes indicated in the sketch. 
These two holes were produced by painting the rear 
side of the glass covering the scale face, except for the 
two apertures. These apertures were used in con- 
junction with two light sources. To correspond with 
these, two phototube housings were located in front of 
the scale face. Movement of the elliptical sheet on the 
pointer then permitted light to actuate one or the other 
phototubes when the pointer indicated incorrect weight. 

Difficulty then occurred due to violent movement of 
the pointer caused by the case descending from the 
conveyor to the scale platform. The extreme move- 
ment of the pointer caused the phototube to function, 
thus actuating the alarm circuit. This was finally 
overcome by the use of a mercury switch so placed on a 
toggle in conjunction with the scale platform, that the 
photoelectric circuit was not operative until the posi- 
tion of the platform obtained a certain level. In other 
words, the position of the case on the platform scale 
was synchronized with the ability of the photo-electric 
cell to function. 

Difficulty was also encountered by jamming of the 
conveyor, thus causing one case to follow another so 
closely that two would rest on the scale platform to- 
gether, thereby giving a false alarm. This was, of 
course, solved rather easily by using a series of cams 
and stops on the conveyor. (Continued on page 91) 
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DESIGN, YES—BUT MAKE IT PRACTICAL 


HE manufacturer should look upon his con- 

tainer, whether it be a box, a bottle, a wrapper 
or what not, as an integral part of his product. 
The perfume manufacturers learned many years 
ago to present their product to the public in jewel-like 
splendor. They were followed by the makers of cos- 
metics, toothpaste, shaving cream and others. Per 
haps a few of us are old enough to remember the old 
Mennen’s box which the vaudevillians termed ‘‘the 
powder box with the face of the homeliest man in the 
world.’’ And do you recall Colgate’s slogan of years 
gone by, ‘“‘We could not improve the product so we im- 
proved the box?’ It is only in recent years that tex- 
tile manufacturers in general and shirt people in par- 
ticular have given thought to the container. 

I do not mean to give a lesson, so to speak, ‘‘in box- 
ing’ but I can best illustrate what to do by telling what 
not todo. Do not consider your container as a sepa- 
rate entity apart from your preduct. Do not give 
your box or wrapper to an artist with instructions to 
make something arty and “‘artistic.’’ Men like Henry 
Dreyfuss understand these things. They are not paint- 
ers or design draftsmen but designer-engineers. They 
succeed in virtually breathing the life of the product 
into the container. 

When I speak of the dangers of being artistic I may 
be accused of sacrificing beauty for the practical. I 
do not confess but acknowledge this as a virtue. Be- 
lieve it or not, the shirt business even in its hey-day 
shows small profits. On some of our dress shirts we 
do not make more than twenty-five ceats a dozen, two 


* Lustberg, Nast & Company, 
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cents a shirt! Let those who wish to express their 
artistic ego keep away from the textile industry and 
buy etchings. We satisfy our sense of composition, 
balance, repose and color harmony at the museum. 
The name of Walter Pach is not written in shirt order 
books. Shirt boxes are not jewelled caskets. When 
one can spend a cent a box or four cents a dozen 
(shirts are packed three to the box) the problem of 
wedding a shirt package to harmony mixed with 
economy is indeed a nice one. 

And yet when the price question was not too severe I 
called in a modern Cellini. The design on the trans- 
parent wrapping of our Pima package was done by an 
artist who won a Guggenheim scholarship. The same 
hand which did murals in Italy bent its lofty talent to 
a Pima package and a Buck Skein window display. 

Your box, container or wrapper should obviously sell 
the thing it contains. The question is ““how?’’ Consider 
the container as housing your product. Think of it as 
a miniature store, and, like a store, it should have a 
sign over the door and, if possible, a display window or 
its substitute. Transparent cellulose, as we have all 
learned, is a good window. I believe we were the first 
to use this material on shirts and that brings me to my 
first illustration. 

Several years ago our appetite was whetted with the 
success we had with our Buck Skein, which encouraged 
us to advertise the most prosaic of all articles—a man’s 
shirt. At that time, before the days of pre-shrinking 
and shrinkless shirts, there was no point or selling argu- 
ment that could distinguish our shirts from others. A 
shirt was a shirt, usually a white broadcloth shirt, and 
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that was that. A shirt box was a yellow receptacle for 
shirts, and that was that. 

We took the old yellow shirt box out of the class of a 
receptacle and made it a display-case. First, we 
splashed the outside of the box with a dazzling sun-ray 
design. Then, we added a tongue or display board 
with our selling message. And to protect the shirt 
from dust, we covered it with transparent cellulose. 
This material was an untried product among shirt 
manufacturers in those days and we did not even know 
what to call it so we christened it ‘“‘glass paper.’’ We 
advertised in the Saturday Evening Post to look for the 
shirt ‘‘In the box with the glass window.” In short, 
we sold the container first and the product followed. 
We sent out large quantities of a miniature replica of 
the box no bigger than a man’s hand. The germ of 
this idea sprang into being when I saw a display box of 
Kroflite golf balls at my father’s home one evening. 
The box was made by the Robert Gair Company, and 
E. O. Tinsley of that firm, who has since passed on, 
still holds a very dear place in my memory for his co 
operation, sincerity and understanding. 

This shirt box was not just designed in order to origi- 
nate another box. It was the competitive problem of 
similar products which gave 
rise to a unique presenta- 
tion of the package. This 
problem was further accen- 
tuated because these shirts 
were sold through wholesale 
channels to such retailers 
who did not have the same 
sense of display as the large 
department store. It was 
the first gun in our national 
campaign. The box sold 
thousands of dozens of shirts. 

Chronologically, the first 
product we advertised was 
the Buck Skein shirt. After 
originating the name “Buck 
Skein,” the next step I took 
Was weaving an expensive 
label and iooking for a hand- 
some box. The Buck Skein 
hame suggested leather, hence 
our first box resembled em- 
bossed leather in an alliga- 
tor grain. I would like to 
mention, in passing, the diffi- 
culty I had in getting box 
paper houses to cooperate 
because it involved a few dol- 
lars expense in experimenta- 


A shirt box incorporates a cock- 

tail tray. By the use of metal foil, 
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tion. Only one paper house offered a helping hand and 
that was Louis Dejonge & Company. I hope that the 
young man who waited on me in those days has reached 
the upper rungs. Since that time, Buck Skeins have 
been advertised not only in millions, but in hundreds of 
millions of magazines. Dejonge’s reward came in 
our consuming many reams of paper to cover hundreds 
of thousands of Buck Skein boxes. 

As people move from house to house, I believe (con- 
trary to general thought) that the makers of a product 
should change their packaging according to the mood 
and tempo of the day. As Buck Skeia rose in the 
world, the container changed its complexion. From 
an embossed paper covered box, we graduated to four 
color process. The alligator grain was retained, but 
this time in print. As we added other numbers, we 
pictured them on the box in brilliant colors. Thus our 
box was not only attractive but had the utilitarian pur- 
pose of advertising other Buck Skein products on the 
box cover to the man who made a purchase. Our box 
was not only distinctive but in addition functioned as a 


silent salesman. 
From the modest beginning of the Buck Skein shirt 
our lines broadened into the (Continued on page 89) 
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PACKAGE 


IDENTIFICATION AND 


IMPLIFICATION of packages, under 
Government auspices, has resumed its old 
stride. The movement to weed out needless 
or surplus package models and bring about 

merchandising concentration of the standard ‘‘best 

seller’’ sizes is back, after a two-year vacation. Already 
several package reform pro- 
grams are under way. For 


PROTECTION 
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and cosmetics, their labels and packages. It is an 
open secret that one objective of the Tugwell-Copeland 
bills, and others, in the same key, is the outlawing of 
“slack” packs, ‘‘short’’ packages and ‘‘oversize” 
packages, if the latter operate as disguised price- 
cutters. Package simplification would beat this gun, 

Internal trade effects of pack- 

age simplification are already 





example, a plot to revise the 
lay-out of ice cream cartons, 
cups and cup caps. Other 
shake-downs are growing in 
quarters where there has been 
hit-and-miss packaging. Not 
to mention prospective revi- 
sions, or ‘‘reaffirmations,”’ of 
the folding boxes for coffee and 
the glass containers for pre- 
serves, jellies, etc. 

Since the package simpli- 
fication crusade is in the hands 
of the respective trade forces, 
it requires a bit of a preface to 


radio packages. 


Resurrection of package simplifica- 
tion; research toward the utilization 
of raw materials for paperboard (a 
P.W.A. project); citrus bootlegging; 

"as That 
protectability of package features; 
progress in food packing—honey, 
cheese, milk powder; the Dartmouth 
packaging exhibit; recognizable-from- 
These are a few of 
the high-lights of the packaging news 
from Washington and elsewhere, as 
notated by our correspondent this 
month.— EDITOR 


being conjectured. Just in 
proportion as packages go into 
uniform will there be a leveling 
of the package sky-line on 
store shelves and counters. 
means, saith the 
prophets, that package de- 
signers and color planners 
will be more than ever on 
their mettle to provide ‘‘dress” 
that will distinguish packages 
which are denied odd or 
unusual stature. 

Reshuffling of package ma- 
terials may well follow an 
important new move in behalf 











explain why Uncle Sam has to 
shoulder the blame for the in- 
terruption of the movement. 
The secret lurks in the fact that even though a trade 
community must set its own ball rolling and sub- 
scribe to it by a heavy majority vote, it is the Govern- 
ment that, on request, acts as go-between or treaty- 
negotiator, persuading trade rivals and conflicting 
industrial interests to bury competitive hatchets to 
the extent of signing a gentleman’s agreement to 
snuggle up package-wise. And Uncle Sam has been 
out of the role of impartial cementer-of-contacts be- 
cause the campaign of Federal administrative economy, 
which ushered in the New Deal, hit especially hard 
the pocketbook of the U. S. Department of Commerce, 
of which a most important branch is the National 
Bureau of Standards and its Division of Simplified 
Practice. 

Several good and sufficient business reasons are 
back of the revival of package simplification. One 
urge that is not often mentioned out loud is the per- 
sistent shadow of stricter regulation of foods, drugs 
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of research in the supply field. 
In a roundabout way, there is 
important news for the packaging industries in the fact 
that, thanks to an allotment of P. W. A. funds, the 
Department of Agriculture has just been enabled to 
establish at Ames, Iowa, an Agricultural Byproducts 
Laboratory. The main purpose of this new center 
for raw material exploration is to make the United 
States independent and self-sufficient as to its sources 
of paperboard, etc. The United States uses more than 
11,000,000 tons of paperboard and paper, annually, 
and imports the raw materials or finished board for 
more than half of this. Meanwhile, hundreds of 
millions of tons of straw and stalks are going to waste 
annually on American farms. The new experiment 
station in the heart of the Corn Belt will tackle the 
problem of turning this waste material to packaging 
account and incidentally making this branch of pack- 
aging self-sufficient as to its board. 
Bemis Brothers Bag Company’s Inventor Howes 
lost out in his contest (Continued on page 85) 





TAKING THE WIND OUT OF SALES—A PROTEST 


AGAINST 


at (+ is on the assumption I am an average woman 
that I have the temerity to shake my finger at 
the big bad Business Wolf, and voice a timid protest 
at some of those very items about which the Wolf preens 
himself. For if you will consider me an average woman 
(and that would not be difficult if you knew me) then 
you will agree with me that there are, let us say, half 
a million more just like me, with the same ideas and 
reactions. And half a million women, like a smaller 
quantity of Frenchmen, simply can't be wrong. 

My protest has to do with packages—not with their 
modernness and their simple beauty and sales appeal 
but with their exasperating impracticality. 

There are household products. Take olives, the 
extra special kind put up in long narrow bottles, shin- 
ing through the clear glass, a constant and irresistible 
temptation to the olive lover. Why are the bottle 
necks so narrow, and the olives packed so tightly it is 
almost impossible to persuade them to emerge? Why is 
one obliged, after having seriously damaged the first 
comers with a fork prong, to indulge in a constant 
spanking of the bottle bottom to get the rest out, with 
of course all the briny liquid, so that merely to place a 
few olives on a dish, one has to add a fork and an extra 
basin to the washing up after the party is over? 

Then take sardines. Is there no other way of 
sealing them in a tin, to open which would have put the 
great Houdini himself ina temper? Is there no way of 
admittance to a sardine tin but by means of a key 
which never under any circumstances is long enough, 
but which makes a gap of a few inches through which 
the sardines must be prodded out, in a crippled and 
thoroughly messy condition? If the key is the only 
method, then why, at least, cannot all sardine tins be 
a standardized size with the same length key fitting 
all? Or if this is not practical, then why cannot each 
tin have its own key firmly attached to it, thus pre- 
venting the casual grocer from supplying the first key 
that comes to his fumbling hand, and which is always 
the wrong length? 

When it comes to tinned fruit I am more or less re- 
signed to having to puncture the tins with an opener, 
frequently hitting my own finger in the process. But 
why cannot the beautiful decorative labels on peach or 
pear tins, for instance, showing the whole unskinned 
fruit, sun-kist and succulent, picture what the contents 
of the tin are like? How can a mere average woman 
know whether the peaches or pears are in wholes? Or 
halves? Or small chunks? And by what process of 
television can she know how many wholes or halves 
there are in the tin? If I want a tin of pears, which 
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a _ 
by Deovothy buts 


forms the basis of one of my most appreciated company 
sweets, how can I know whether the contemplated tin 
contains four pears, or six, or eight? For that matter, 
why doesn’t the sardine tinner indicate on his package 
how many fish lurk within? 

Marmalade and jam jars. The great majority are 
attractive containers, the sort one need not hesitate 
to put on the table. But over their tops is a covering 
of paper, to remove which one must cut or tear. Thus 
one is left with an uncovered jar, an invitation to dust 
particles and germs. 

This impracticality and reticence on the part of 
those whose pleasure it is to design our packages for 
us is not limited to household commodities. The 
same complaint can be lodged against certain beauty 
products. Take any powder box you like to name, and 
out of twenty I will allow that twelve or fifteen are 
charming, and arresting even, in design. But I have 
yet to find one that is not packed so tightly with powder 
that when one finally succeeds in piercing the heavy 
protecting paper over the top—without which appar- 
ently no powder box could be produced—an alarming 
quantity of the precious powder does not spill all over 
the dressing table. I do not know how this could be 
corrected. I am only an average woman. 1 do not 
pretend to be an inventor, nor a designer of boxes. 
But it seems to me that some clever man might think 
up an idea, and once we average women got onto the 
box that didn’t spill its contents, I’ll wager we'd all 
take to asking for that brand of powder. 

And the various face creams. This criticism does 
not hold true of all of them, but why does any manu- 
facturer of a face cream allow the product to be put in 
a square jar with a narrow neck? At first all goes well, 
but as the contents begin to diminish, to get one’s 
finger down into the jar means a gob of the sticky stuff 
under one’s favorite finger nail. This is not only un- 
comfortable and inefficient, but it is also wasteful of 
the cream, which costs enough and disappears suffi- 
ciently rapidly without this added complication. 

Beauty lotions. Why bottles with such wide necks? 
The lotions are always expensive, the average cost 
putting them in the class with a good whiskey, and one 
is always told that a small quantity patted into the 
skin with a piece of cotton wool will remove all wrinkles 
and bring back that schoolgirl sex appeal. But if some 
one will tell me how to keep from spilling some of the 
liquid or at least from getting more than is necessary 
on the cotton wool when tipping the generous necked 
bottle, I should be very grateful. Why cannot the 
bottles be equipped with those perforated tops like 
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those on hair tonic bottles, thus enabling one to shake 
out the required amounts? Perfume bottles, too. We 
are told by all the best magazine writers for ladies that 
nice people use only a few drops of perfume—one be- 
hind each ear and one at each mouth corner. May I 
ask how, from the top of the average perfume flacon 
it is possible to deal in drops rather than in spills? 

And while we are on the subject of bottles here is 
one which should be of interest to men as well as to 
women. ‘The ink bottle. I am not familiar with the 
proportion of people who use fountain pens as opposed 
to those who still contend with the old fashioned pen 
holder, but surely it is rather high. Have you ever 
tried to get the irritatingly tall bottle in such a position 
that you could insert just the tip of your fountain pen 
in the ink? Have you ever failed to submerge the 
whole top? Have you enjoyed having to wipe off the 
excess ink, getting most of it over your fingers, or at 
least ruining your one remaining blotter? 

All of us have, whether willingly or unwillingly, 
drunk sufficiently deep of the heady fizz water of ad- 
vertising to be convinced of the purity and excellence 
of advertised products (if it’s in print it must be true). 
So for all manufacturers to tell us, in print, that their 
pears or peaches are gathered from trees in sunny 
gardens, or orchards, and are hermetically sealed in 
hygienic tins has, by now, lost that first fine flavor of 
conviction. But if somebody based his whole adver- 
tising campaign on the welcome fact that when you 
ask for a tin of his pears you could tell at a glance 
whether they were in wholes or halves; and how many; 
or if a beauty lotion were to be so presented that there 
would be no waste—and this were given publicity —I 
believe sales would top rival commodities. 

I realize I have not been very constructive in this 
article. I have criticized, destroyed even, without 
much attempt to reconstruct. But I began by ex- 
plaining I am only an average woman offering a few 
plaintive remonstrances. I would not presume to 
usurp the masculine prerogative in business. But 
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isn’t there some big strong man who could give ys 
delicately nurtured housewives a break, and turn his 
powerful brain to the solving of a few domestic prob. 
lems for us poor brave things? 


HERE IS A PRIZE WINNER 


a WO HUNDRED cheese manufacturers competed 
‘ for prizes at the recent International Exposition 
at Florence, Italy. These contestants represented 
practically every country in the world. Parmesan 
Royal was the only United States representative in its 


field to receive the first prize which was the award of 
the Gold Medal and the Cross of Merit. The jury, in 
making the award, honored not only the superior qual- 
ity of Parmesan Royal but also the packages in which 
the product is contained. 
The accompanying illustration shows the packages 
which are used: a ‘‘tumbler’’ or thin glass container 
and a printed transparent cellulose _ bag. 
The tumbler and caps are supplied by Hazel- 
Atlas Glass Company; labels by Paris Art 
Label Company. The transparent cellulose 
bags are printed by Shellmar Products Com- 
pany. A display container, holding six bags 
of Parmesan Royal is illustrated in the offset 
section of this issue. A. & M. Distributors, 
17 East 42nd St., New York, manufacture 
and distribute this product. 


At the left are shown the packages containing the prize 

winning product—Parmesan Royal Cheese. Above are 

the packages used for other products made by A. & M. 
Distributors 
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Unusual, for the simplicity of its design and for the pleasing effect thus 
obtained, is this Juliette cosmetic line merchandised by Butler Brothers. 


The eight bottles, made by Carr-Lowry Glass Company, are characterized 


by lines curving downward from the red lacquered cap§, and sépving to 


relate the differing shapes to each other. Opal creamy iors, related to:the 
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other items by the characteristic red-lettered labels 
are by the Hazel-Atlas Glass Company. The lacquered ¢ : 


Aridor Cap Company 






































1. The familiar steamer basket 
finds a new, and probably more 
welcome application, in its use 
by Julius Marcus Laboratories 
as a gift container for a cordial 
assortment. The basket is made 
by the S. Nussbaum Company 


2. Liquor makers continue to 


innovate, Laird's Apple Jack | 


appearing in a hinged-top drop # 
front set-up box by A. Hendon & 7 


Son. Held firmly within the box 
top are a set of mirror coasters. 
Labels for the outside of the top, 
the inside of the hinged flap are 
by Eveready Label Company 
3. Another novelty... yet prac 
tical as few such are ... is the 
series of printed transparent 
cellulose labels used by the 
Union Distilleries Company. 
Printed, in a wide range of col 
ors by the Shellmar Products 
Company, labels such as these 
suggest multiple possibilities for 
the utilization of the bottle’s con- 
tents as a background color 
and for clever display lighting 
through the bottle 
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{To make possible the discharge of only one laxative tablet 
ta time, Mosby's utilizes a molded Durez grid held within a 
sliding lithographed metal cover 


’. For effective display of its “Flavor Sealed” Coffee, vacuum 
Micked in glass, Potter-McCune utilizes this floor stand. Photo by 
courtesy of Owens-Illinois Glass Company 








6. Larger unit sales and greater prestige accrue to these potatoes when 
packed in this stapled, ventilated box made by Kansas City Fibre Box 
Company, an affiliation of Hinde and Dauch Paper Company 


7. Emphasizing product quality in its display, The Hoffherr Meat Company in- 
sures product protection with White Cap vacuum seals on each of the 
Hazel-Atlas jars which it uses for these three new products 











WHY ALCOA FOIL? 
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To Protect Product Freshness! 


@ It will prevent discoloration of your product, 
off-taste, staleness, which can put serious crimps in 
“repeat” sales and profits. For Alcoa Aluminum 
Foil protects against injurious light, moisture. It 
reflects heat. Air cannot pierce the gleaming metal 
armor. It is absolutely non-toxic; cannot possibly 
contaminate, affect color or taste. 

It not alone protects product freshness, but 


retains indefinitely the brilliant, gleaming 


appearance of freshness. It won’t tarnish. Com- YY 


ALCOA:-ALUMINUM 


ALCOA 


Peiois\ 


pare the mirror-like wrapping of a Hershey Bar, 
Borden’s Cheese, Salada Tea with products in other 
wrappings, for inviting fresh appearance; and for spot- 
light sparkle that catches buyers’ eyes on counters. 

There’s more to the profit story than can be told 
here. Write us what your product is. We will send all 
the facts, with appropriate samples of Alcoa 
Aluminum Foil and a surprising quotation. 
ALUMINUM COMPANY OF AMERICA, 
1829 Gulf Building, Pittsburgh, Pa. 


Alcoa Aluminum Foil is remarkably economical. 


Up to 43,300 square inches per pound! 
































NO TOOLS NEEDED 


with an Alseco Goldy 


Tumbler Seal 
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That’s why Women prefer them! 


... and that is why they'll help YOUR product win 
in the daily competition on store counters and 
shelves. Let us show you the impressive list of packers 
who have proved the profit value of these easier-to- 
open Goldies, on their blown re-use table tumblers. 

Women not only appreciate a top that comes off 
easily, but one that will serve as a satisfactory, 
neat cover, too, after the tumbler has been opened 
and its contents only partly used. The Alseco 


Goldy Seal gives them this convenience, as well. 


CA 


The cover is never punctured nor bent out of shape. 

You can be sure that the quality of your product 
is well protected, for a Goldy can hold a vacuum. 

Alseco Goldy Seals are made in various sizes and 
types, lithographed as desired. Below are illustrated 
some. of the types available for different require- 
ments, including the new Goldy Reclosure Seal 
(lower right). Our re-use sealing and merchandising 
experience is at your service. ALUMINUM 
SEAL COMPANY, New Kensington, Pa. ¥ 
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SEALS AND SEALING MACHINE: 
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Note the neat 
cover for a 


re-use tumbler 
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1. Designer Frank Condon remakes the Bates Numbering Machine package 3. The “Instant Merchandiser” of the Peerless Waterproof 
by utilizing a gold foil set up box by Reynolds Metals Co. printed in two colors Cement Company is theft-proof, yet permits ready access 


2. Mr. Condon brings a modern note to Anaconda Heater Cords by means of 4. Anchor closures, Stetcher-Traung labels and Fairmont 
Glass bottles are cleverly combined by designer Lawrence 


black and orange cartons and display made by the Industria! Paper & 
Wilson to form these Visco Polish packages 


Cordage Company 








te 


5. Molded cream jars, once be- 
lieved impractical, have rapidly 
won their spurs, judging by this 
group, which incidentally demon- 
strates once more the possibilities 
for varying stock jar designs by 
clever label planning. All of the jars 
are molded of special inert Durez 


6. Chemical apparatus and preci- 
gion instrument makers are turning 
to molded plastics for permanent 
| boxes for their products. Here shown, 
‘in their Bakelite containers are the 
Wulff Portable Calorimeter and the 
Wulff pH Tester, both products of 
Pfaltz & Bauer, Inc. 


7. Designer W. Turner Elberty util- 
izes the military motif as a recurrent 
trade mark for both carton and label 
_of Silver Sentry. a new product of 
» the Columbia Refining Company. 
'Box by United States Printing & 
| Lithographing Company; jar by 
Maryland Glass Company 


8. A product long familiar to motor- 


fists now reaches its market in a new 

‘shipping container, designed to give 

ithe greatest possible display to the 

‘Motorists Wise Simonize” slogan. 

The corrugated box, color printed, 
is made by Hinde & Dauch 
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Winning greater display space is this new Forst's The new Underwood ‘'Table Jar”’ utilizes applied color 
Sausage package, of metal foil, printed in two colors. on its Owens-Illinois glass jar. Note the re-picturing of the 


by Reynolds Metals Company jar upon display 


1 Penn-Maryland introduces the giant- Unusual among such products, Mortex Cleverly designed, colorfully 

package display to the liquor field combines a blue Maryland Glass bottle, a printed, Baby Midget garter 

with this Town Tavern carton by the Phoenix closure and a printed foil label to | packages now come wrapped 
Container Corporation achieve a pleasing effect in Protectoid 
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TO GRACE 


roe ( NCIDENT to the review of packaging, as such, 
one frequently comes upon a product so un- 
usual as to merit praise in its own right. Such a prod- 
uct is the new Evenflo Valve Nursing Unit. Since no 
description of Evenflo’s uncommon package would be 
complete without prefixing a résumé of those features of 
the unit which the package accentuates, some explana- 
tion of the product and its uses seems to be in order. 

The Evenflo unit consists of (1) a wide mouth nursing 
bottle, (2) a soft reversible nipple with wide flanges to 
rest on the mouth of the bottle, (3) a soft rubber sealing 
disc and (4) a molded screw cap with an opening in the 
top. All parts can be sterilized at one time, the bottle 
filled, and the unit (with the nipple inverted into the 
bottle) sealed for the refrigerator or travel. At any time 
thereafter, bysimply reversing the nipple upward through 
the opening in the cap, the unit is ready for feeding. 

In packaging Evenflo, it was found that the unit’s 
chief claim to fame—its valve action—could not be em- 
phasized in any way other than by illustration and text. 
It was found possible, however, to incorporate the 
“two purpose’ idea in the construction of the package. 
A half-carton, or boot, was created——built to a height 
permitting a view of the inverted nipple 
within the bottle, and over-all wrapped in 
transparent cellulose. The carton is 
printed in pink and blue and calls atten- 
tion to the valve action ‘‘air-flow’’ on the 
front and rear faces. One side carries an 
illustration of the two-purpose idea, show- 
ing the nipple in both positions; the other 
side, an assembly picture to support the 
argument of ease in handling. The bot- 
tom of the carton is devoted to illustra- 
tions and directions referring to steriliza- 
tion and use. The complete package, de- 
spite the fact that Evenflo resembles no 
other nursing unit, easily conveys the 
purpose of the product contained. And, 
without noting illustrations or text, one 
readily senses that the nipple can be ex- 
tended outward through the cap-opening 
or left in the sealed position between 
feedings of the child. 

A pleasing counter display, with which 
is included a complete unit, tells the 
Evenflow story at a glance. The focal 
point of the display is a smiling face of a 
healthy, happy baby, whose mischievous 
eyes draw the attention of the passer-by. 
As will be seen, in the accompanying illus- 
tration, the first message to the Mother 
embodies those Evenflo results which 
mean most to her in appraising the unit’s 
worth. Second in order of prominence 
is the packaged unit, standing to the fore 
of the focal circle and with the business 
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COUNTER 


end of the bottle extending into the circle. Side 
panels, slanting away from the unit, tell the rest of the 
story of Evenflo’s ‘‘two-purpose”’ utility and ‘‘ease of 
assembly”’ for sterilization and use. 

The construction of the display is rather unusual, 
too. Although a one-piece affair and shipped flat, it 
folds easily into a platformed support for the package, 
with the central circle extending forward as though it 
were an individual plane. The slant of the side panels 
permits of some visipility as one approaches the display 
from either direction along the counter. Printed in 
four colors (the backgrounds in two shades of blue, 
and flesh colors in the face and hand) the counter piece 
forms a refreshing frame for the Evenflo package. 

The Evenflo unit is the product of the Pyramid 
Rubber Company of Ravenna, Ohio, manufacturers of 
several brands of widely marketed nursing nipples. 
The package and display for this product was con- 
ceived, designed and manufactured by Brooks & Porter, 
Inc. Shown below is the complete display unit as it 
appears on the dealer’s counter. The nursing unit is com- 
pletely wrapped in transparent cellulose thus impres- 
sing the purchaser with the sanitary precautions taken. 


MY DOCTOR WAS. RIGI 


Nipple wont collapse 
Nomar colic-y toma aches 
Now I nurse in comfort with — 


EVENFLO 


Easier for Mother-too 
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COMPLETE NURSING NIT 
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BIGGER AND BETTER 


SY mail, by express, by 
“a messenger —crowding 
in up to the last minute 

came the entries for the 
1934 All-America Competi- 
tion. For weeks previous 
to the closing date we lived 
our Office existence in a pre- 
carious state, in fear that any minute we might be 
forced to take refuge on the fire escape in order to avoid 
the deluge. If one doubts the veracity of the foregoing, 
let him attempt to crowd in, in a space that normally 
houses the staff of an average business publication, 
some four thousand packages! However, such state 
ments should not be construed by enterprising real 
estators as an invitation to high-pressure us with offers 
of larger office space. Actually, when the job of open- 
ing, classifying and arranging the entries got under 
way, we began to breathe easier and found that the 
space bug-bear was without foundation. Perhaps 
you'll agree with us when you have an opportunity to 
make that visit—an invitation to do so is extended most 





cordially, right now. 


But it was, and is, a grand show. For the 1934 crop 
of packages——such as we have been privileged to view 
and analyze-—is, generally speaking, more purposeful, 
simpler in design and of greater utility than those of 
former years. We find there are fewer evidences of the 
‘busy,’ somewhat aimless packages which attracted 
but were not attractive. The trend is toward high 
visibility, legibility and easy recognition—more adapt- 
ability to store conditions—a realization that the 
package does a bigger share of the selling job—greater 
attention to production and the materials used—a 
higher bid for customer convenience. All of these have 
come about through better understanding and closer 
cooperation between users of packages, suppliers and 


designers. 


There is almost a marked absence of design ‘‘tricks’”’ 

again the swing toward package simplicity. This 
does not mean, however, that the effort toward con- 
venient “‘gadgets’’ has ceased for, on the contrary, 
the 1934 offerings exceed those of previous seasons. 
But these have taken a sensible direction and have been 
applied in such a way as to curry the favor of the ulti- 
mate package user. Women have been the most con- 
sistent sufferers from packages hard-to-open, difficult- 
to-close and similar grievances, and their complaints 


62 MODERN PACKAGING 





Cditorially speaking k x 


are beginning to bear fruit, with the result that designers 
and makers of packages are striving to overcome such 
obstacles and are really getting somewhere. 


In many lines, such as men’s wear, sporting goods and 
certain so-called seasonal items, there has been an jin- 
crease in the adoption of “gift”? packages—the mer- 
chandise manufacturers, wisely enough, deciding that 
an impetus could be given to sales through the inclusion 
of re-use containers or displays. Many of these have 
been ingenious, as well as successful, and it can be ex- 
pected that the practice will be continued as well as 
improved, especially since many of the newer packaging 
materials, such as plastics, are available. 


To the committee, the judging of the 1934 packages 
presented a difficult and exacting task. Each judge 
became, in effect, the discriminating consumer and 
made his or her decision on the relative value of the 
several advantages or disadvantages evident in the 
package considered. And there was argument in 
plenty—a healthy sign which assured a careful con- 
sideration of the respective merits of those packages so 
discussed. The groups into which the packages were 
divided -seventeen in all—served only to classify the 
entries and afforded a means of competitive compari- 
son. Actually, each package was decided on its com- 
plete assembly, and consideration was given to the 
relative importance of each component adjunct. In 
some, then, convenience dominated; in others, the pro- 
tection of the product was of first importance, and so 
on-—in every case there was careful study and analysis. 
It was indeed a privilege to witness the deliberations 
of the committee, the thoroughness with which 
they worked and the conscientiousness with which they 
made their decisions. To them, we feel, is due not only 
our own thanks but those of the many entrants of the 
assembled packages. 


Some, there may be, who will not agree with the 
decisions made. It may also be that of the victorious 
packages some will be outdistanced in sales by others 
who did not rate among the All-America. But such 
considerations do not, in purpose, lessen the value to 
the industry of those competitions which are conducted 
impartially and decided by those competent to make an 
authoritative choice. And, if we may voice the opinion, 
we believe that the shoe fits in this case. 
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will HOLD the 


finished label? 


@ Rubber cement will do the trick for the artist. 
But when the sketch is approved, the label or- 
dered, what adhesive will you specify? That's a 
problem for the laboratory. 

What kind of paper is it? Do you want to put 
it on glass, tin, steel, wood, rubber, a synthetic 
plastic—to stay? 

Or do you want it to identify fabrics, hosiery, 
even fruit—then come off easily without leav- 
ing a trace? 

When you have a problem like this, bring it to 
Dennison. Here you will find a staff of experts in 
the mechanics of packaging—in printing, emboss- 


ing, and die-cutting; in paper and inks and color; 
in adhesives of every type for every purpose. 
This technical advisory service is available, 
whether your designs are produced by your staff, 
your advertising agency or others. 

Dennison can also do the complete job for you 
—design and produce boxes, labels, tags, seals, 
wrappings, inserts, counter cards. Next time you 
have any kind of packaging job to do, call on 
Dennison. A competent representative will ar- 
range to bring you constructive suggestions with- 
out the slightest obligation. Dennison Manufac- 
turing Company, Framingham, Massachusetts. 


Kor Better Packaging See Dewnioow First 
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HERE AND THERE 


Harold A. Shaw, advertising manager for the Pneu- 
matic Scale Corporation, Ltd., North Quincy, Mass., 
died on Dec. 15 at St. Petersburg, Fla. Mr. Shaw had 
been ailing for several years and had gone to Florida 
in an attempt to regain his health. He was born in 
Chelsea, Mass., June 13, 1879, and had been with the 
Pneumatic Scale Corporation ever since the Standard 
Automatic Machine Company of Rochester, N. Y., 
was taken over in 1925. He was elected to the office 
of advertising manager upon the death of William K. 
Embleton a little more than a year ago. He is sur- 
vived by his wife, Mrs. Mary Shaw. 


Thomas G. Cranwell, director of Continental Can 
Company, Inc., died Jan. 9 at his home in Ventnor, 
N. J., after an illness of several years’ duration. Mr. 
Cranwell was a widely known industrialist, identified 
during most of his business career with the can manu- 
facturing and allied industries. In 1889 he founded 
a canned foods brokerage firm bearing his own name 
in Baltimore and from 1898 to 1901 was a director of 
Norton Tin Plate & Can Co. Upon the merger of 
the latter company with the American Can Co. in 
1901, Mr. Cranwell became vice president of American 
Can Co., in which capacity he served for a period of 
three years. In 1904 he was one of the organizers 
of Continental Can Co. and served as its president 
until 1927, when he became chairman of the board. 
Shortly thereafter, due to illness, Mr. Cranwell with- 
drew from active participation in the management of 
the company but continued as a member of the board 
of directors until his death. Mr. Cranwell was 72 
years old at the time of his death. 


The annual convention of the National Canners 
Association, the Canning Machinery and Supplies As- 
sociation and the National Food Brokers Association 
was held at the Hotel Stevens, Chicago, Jan. 14 to 18. 
A report of the exhibition and sessions will be in- 
cluded in the February issue of MODERN PACKAGING. 


Shellmar Products Company announces the removal 
of its general sales office to 224 S. Michigan Ave., 
Chicago—telephone, Wabash 0203. A private dis- 
play room is provided and affords an opportunity to 
study modern trends in transparent cellulose packaging 
as applied to various products. 


Royal Card & Paper Company has opened an office 
at 536 S. Clark St., Chicago, in the Rand-McNally 
Building, Room 923. The Royal lines are well 
known in the fine paper field, especially among the 
greeting card manufacturers. This office will be in 
charge of Charles L. Streeter. Sample books and a 
complete line of full size sheets will be carried. 
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Four important promotions in Toledo Synthetic 
Products, Inc., were announced by James L. Rodgers, 
Jr., president, in conjunction with that company’s 
annual Christmas festival. Horton Spitzer, in charge 
of New York headquarters since 1932, becomes vice 
president. J. H. Jeffery, who has worked in laying 
out the constantly enlarging plant, is promoted to 
chief engineer and purchasing agent. Richard B, 
Harrison, foreman of production, becomes vice 
president. Warren Feldtman, assistant treasurer, js 
made treasurer. All these changes are in line with 
the company’s policy of promoting from within the 
ranks whenever possible. 


George R. Webber, who served as one of the 
judges of the 1934 All-America Package Competition, 
has been appointed head of the newly formed package 
development department of Standard Brands, Ine. 
This new department, with a laboratory at 16th St. 
and River Front, Hoboken, N. J., and an office at 595 
Madison Ave., New York, will develop new packages 
and improve the present line. The various products 
include Chase & Sanborn’s teas and coffee, Royal 
Baking Powder and Royal Gelatin Desserts, many 
bulk packages for products used in the baking trade 
such as Diamalt and Arkady, and frozen eggs which 
are marketed under the name of Voltex. Of course 
the nucleus of the business is Fleischmann’s Yeast and 





GEORGE R. WEBBER 


allied products. The company also manufactures 
Fleischmann’s gin, Gillette products in Canada and 
operates the Widelar Company in Cleveland, which 
packs, spices, pickles, canned goods, etc. 
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Ar the plant of Elmo, Inc., Philadelphia, 
cosmetic manufacturers, an S & S Universal 
Filling Machine is used to fill a wide assort- 
ment of Elmo Powders, packaged in con- 


tainers of many different shapes and weights. 


Despite the relatively low cost of the S &S 
Universal Filler it has given long, depend- 
able service in countless plants in every 
part of the world. Its smooth speed and 
uncanny accuracy have made it a paying 
proposition to large and small manufac- 


turers alike. 


It may pay you to investigate the $ &$ 
Fillers. An S & S Engineer will be glad to 


give you the details without obligation. 


Or, if you prefer, write for descriptive 


literature. 
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Mr. Webber pioneered in the development of the 
photo-electric cell as a means of registering printed or 
foil wrappers on packaging machinery and this led to 
his employment by the Fleischmann Company. 
Upon the company’s consolidation with Chase & 
Sanborn he was appointed assistant in the engineering 
department and had charge of the plant layout and 
construction of the Chase & Sanborn factories in 
Dallas, Texas; Birmingham, Ala.; Seattle, Wash.; 
Los Angeles, Calif.; and Hoboken, N. J. Following 
the construction of the Hoboken plant, Mr. Webber 
became plant manager there. 


Container Corporation announces the acquisition as 
of January 10, 1935, of the boxboard mill of Paper 
Boards, Inc., located at 2555 West Taylor Street, Chi- 
cago, Illinois. Former customers of Paper Boards, 
Inc., wiJl be served from the coated board mill of Con- 
tainer Corporation of America, located at 404 East 
North Water Street, Chicago, Illinois. 


Placed in the lobby 
of the Buffalo, N. Y., 
plant of the F. N. 
Burt Company, Ltd., 
is the bronze tablet 
illustrated, a memo- 
rial to the late Har- 
old C. Coppins, 
general superinten- 
dent, and William 
A. Cass, assistant 
office manager. The 
tablet is a gift of 
the employees 





Tompkins’ Label Service, Philadelphia, Pa., has 
moved to new and larger quarters at Frankford Ave. 
at Allegheny Ave. This company, established in 
April, 1928, at Westmont, N .J, moved to Philadelphia 
two years later. The present move is the third made 
by the company, each time to larger quarters. New 
machinery has been installed that will increase pro- 
duction and speed up deliveries. The company has 
its own artists, operates its own photo engraving 
department and completes all operations within the 
plant. Two shifts are operated in most departments. 
The company prints nothing but labels, and specializes 
on square or die cut flat Jabels, printed in one to four 
colors, gummed or ungummed. 


Metal Package Corporation has acquired the in- 
terests of the Colonial Can Company, Boston, Mass., 
effective Dec. 29, 1934. The Colonial Can Company, 
hereafter to be known as a division of the Metal 
Package Corporation, is one of the old line New Eng- 
land organizations, having been active operators for 
the past thirty years. No change of management or 
personnel is contemplated. 
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Shellmar Products Company held a national sales 
convention, attended by fifty representatives, Dec, 
12-14, at the Union League Club, Chicago. 
strations showing the progress being made in the use 
of the photo-electric cell for spot register in automatic 
packaging were conducted by Paul M. Gilfilian, tech- 
nical sales engineer of the company. Meat packing 
demonstrations showed the various products appear- 
ing on retail counters in colorful printed Cellophane 
and embraced visualization of bacon packing on a 
large U. S. Slicing machine generously loaned by the 
U. S. Slicing Machine Co. Tom Koch, the veteran 
packer’s expert of Shellmar, intrigued those present 
by his “‘sectional”’ pig. 

The talks covered hourly periods throughout the 
sessions on Visual Selling, by John Smith; Progress 
in Merchandising with Cellophane Bags, by E. S. 
Weil; Invisible Advertising Power, by W. L. Moore, 
eastern sales manager; Development in the Use of 
Cellophane for Bread Wrappers, by T. P. Mulligan. 
The 1935 advertising and general sales promotion 
campaign was unfolded by Arthur E. Teal, director of 
sales promotion. The chemistry and research work 
was outlined by Irving Gurwick. 

The sessions were opened with a welcome address by 
B. W. Martin, president, followed by a talk on co- 
ordinating production with sales, by W. K. Miller, 
secretary and treasurer. Other speakers included 
J. O. Moore, director of sales for the company. 


Demon- 


At its December meeting the Board of Directors of 
the Resinox Corporation authorized expenditures for 
additional equipment which will practically double the 
present capacity of the Resinox factory at Edgewater, 
N. J. This expansion in manufacturing facilities has 
been made imperative by the increasing demand for 
Resinox Molding Powders. While Resinox has during 
the past year experienced a large increased demand for 
its standard types of molding powders, there is par- 
ticular interest on the part of molders in the recently 
introduced Resinox ‘‘600’’ compound which is available 
ia a wide variety of new and beautiful colors. 


The Folding Box Manufacturers’ Association of 
New York will hold its seventh annual dinner dance 
the evening of Feb. 16, 1935, at the Waldorf-Astoria. 
Arrangements are in charge of Chester Williams, E. J. 
Trum, Inc., chairman; Herbert Jekel, W. W. Fitz- 
hugh, Inc., and Frank H. Amy, Lowe Paper Company. 
More elaborate entertainment is planned than in pre- 
vious years, and it is expected that several hundred 
will be in attendance. 


Continental Can Co., Inc., will erect a new can manu- 
facturing plant at Elwood, Ind. Plans are now being 
prepared and the new plant is expected to be com- 
pleted and in operation in time for the next canning 
season. At present the company has no plant in In- 
diana. Total expenditure is expected to approxi- 
mate $500,000. 
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PRODUCT 


PROTECTION 
OF 
CONTENTS 


The sales success of the modern package 
is usually based on four vital points. The 
contents must be of honest quality, the 
outer design should be attractive to the 
buyer’s eye, the size shape and physical 
make-up should be practical in every- 
day use, and the contents of the package 
must be protected to reach the consumer 


in the most desirable condition possible. 


It is in this last qualification—protec- 
tion of contents—that Riegel Papers are 


doing such a broad and successful job 


ATTRACTIVE 
DESIGN 


PRACTICAL 
PACKAGE 

















today. Coffee, cocoanut, gelatin, cereals, 
flours, spaghetti and a truly endless chain 
of food products have found among our 130 
packaging papers the right answer to their 


individual need for protection. 


Write for a copy of our 1935 Packaging Port- 
folio. It contains samples of many new papers 
together with technical data on their qualities 
and uses. Riegel Paper Corporation, 
342 Madison Avenue, New York, N. Y. 


or ces pectesne sect DIF GEL PAPERS 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, oriefly described 
for the service of our readers 


THREE-ROLL TRANSPARENT CELLULOSE 
SHEETER INCREASES OUTPUT 


{SERS of transparent cellulose sheets will be in- 
terested in a new model machine being intro- 
duced by the Charles Beck Machine Company, 414 
N. 13th St., Philadelphia. This is a new version of 
the company’s well known ‘“‘Demi Sheeter,’’ and is 
designed to handle as many as three rolls at a time, 
thus enabling the trebling of the output when com- 
pared with the method of handling one roll at a time. 
Another improvement is the spring tension feed, a 
clever device which keeps the web “‘afloat’’ at all 
times, under just the proper tension, entirely over- 
coming the likelihood of the material wrinkling, and 
at the same time acts as a further assurance of uni- 
form feeding. This explains the great accuracy in the 


lengths of the sheets which it is possible to secure. 
The moving jogger wings which open and close three 
times on each sheet, and the sheet supporting fingers 
which carry the sheet forward into the jogger table, 
result in neatness and uniformity of the pile which is 
most remarkable. 

The machines are fully ball-bearing equipped. For 
those who handle printed transparent cellulose, the 
machines may be equipped with a cut register at- 
tachment which, by means of a small handwheel, 
enables the operator to advance or retard the speed of 
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the material so as to keep the cutting always in ling 
with the printed register. The sheeter may also be 
furnished with a slitting attachment to slit down the | 
center of the web. A counter may also be had to showy | 
the exact number of sheets cut. q 

This small demi sheeter has the same proportionate | 
ruggedness of design and construction as the larger 
Beck machines which are used in nearly all the larger | 
plants of transparent cellulose manufacturers as well 
as jobbers and converters all over the United States” 
and abroad. The large machines will handle as many 
as five rolls at a time and are considered the last 
word for sheeting this class of material with the great.” 
est accuracy and speed, and for putting it up into 
neat even piles. 


BANDS AS PACKAGING DEVICES 


NEW packaging device in the form of a colored 
— (red, yellow, green, blue) rubber band with an 
appropriate advertising message printed thereon has 
just been placed on the market by Ad-Bands, Inc., 280 


Broadway, New York. These bands are so ingeniously 
designed that the advertising matter cannot be de- 
ciphered until each band is stretched for use. 

It is stated that Ad-Bands are meeting with quick 
success. Standard sizes are one-half inch in width 
and vary in length from one and one quarter inches to 
six inches; special sizes and thicknesses can be designed 


for special jobs. 

Ovington’s famous gift shops on Fifth Avenue, New 
York, are among the first users of Ad-Bands as are also 
Metro-Goldwyn-Mayer pictures who will use them in 
the exploitation of the forthcoming pictures ‘‘David 
Copperfield” and ‘‘Sequoia.”” Ovington’s will use 
Ad-Bands for general packaging in their stores and 
M-G-M will distribute them to school children fot 
packing books and to merchants for store packaging. 

(Continued on page 80) 
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by tency tarringer dui James O pe a, 


INDUSTRIAL DESIGNER 


OLOR can be viewed from so many angles, its 
most significant value is often overlooked. That 
value is its simplicity. In the case of a large manu- 
‘facturer, such as our suggested United American 
‘Food Company, its simplicity is in the response it 
‘creates with the worker 


DIRECTOR INDUSTRIAL PAINT DIVISION 


SHERWIN-WILLIAMS COMPANY 
awning color. As a painting task metal protective 
paints are used on the sash, concrete paints on the 
building. 

Perhaps we should have started with that moving 
advertisement, the truck. The colors are keenly evi- 
dent—as they should be. 





and the consumer. In no 


_* Henry Harringer is a young German de- 


The name becomes an in- © 
tegral part of the display, 


Htime at all this repetition 
‘of color means only one 
thing. It means the repe- 
tition of a name — the 
United American Food 
‘Company. 


That is a simple value— 
‘a basic value. It has no 
‘bearing on the warmth 
or coldness of certain col- 
ors on the emotional or 
nervous sensation color 
May arouse; nor on the 
‘association of one color 
with another that is the de- 
signer's province. These 
are the finer points. The 
first point is the value of 
association—the value that 
all nations use in national 
‘emblems. 


Follow the color com- 
bination that meets your 
eye as you see the exterior 
of the United American 





signer whose previous American work is 
more familiar to the Midwest in general,. 
Chicago in particular, than to Eastern audi- 
ences. His work with color, in one of Ham- 
burg's leading hospitals, preceded revolu- 
tionary uses of color in that field in this 
country. His sketches are a comprehensive 
color scheme for a food company. The ac- 
companying text is written by James O. 
Hasson, long experienced in paint and color 
application as head of Sherwin-Williams 
Company industrial division. 


The reproduction. of an article of this 
scope in full color is in itself unusual for a 
technical publication. MoDERN PackAGING 
begins 1935 with this outstanding feature, 
feeling that its readers will find it a worth 
while venture. 


* James O. Hasson is the director of the 
Industrial Paint Division, Sherwin-Williams 
Company. —Epitor. 








the circular letters being 
ingeniously used. Since the 
pictures so conclusively tell 
their own color story it is 
of more than passing value 
to stress the finishes them- 
selves so important in the 
life and display value of the 
colors. On the facing page 
and as the page is turned, 
truck, freight car and sign 
board are all finished with 
enamels and lacquers spe- 
cially formulated to with- 
stand outdoor exposure, 
and to present a bright 
gleaming surface to any 
beholder. Gloss is essential 
—whether the pigment be 
white, red, green or blue. 

An interior view incorpo- 
rates suggestions of color 
of a more unusual nature. 
White, with its high light re- 
flection value and its conno- 


Food Company's main plant. The predominant white 
1s not only appropriate, but almost an institutional 
Necessity in the food industry. The blue sash trim is 
® desired touch, and the green facing adds variety 
Without novelty. The awnings are in red—a regular 


QC, 


tation of cleanliness predominates. But machinery is 
colored, and color also.serves its decorative pur- 
poses. Here again two groups, the workers and; the 
consumers, are considered. The factory becomes a 
brighter, better shop and the workers appeciate the 























See ay: 
SX wads 




















SSS SSS 

















SSS = 











»..\... 








SaaS a | Se ef 



































4 <= 
———— 

———==.. 

, —— 

Seen 


interest in their surroundings. Though 
the dressing rooms, cafeterias 
and recreation rooms are not shown 
in the illustrations, they too will, of 
course, be a part and parcel of the 
whole scheme. Their color schemes, 
however, should vary for the simple 
reason that they are not manufac- 
turing or display rooms, and the con- 
trast will make the surroundings 
more pleasing to all workers. There is 
the example of the steel company, 
for instance, whose dominant color 
scheme was white, grey and blue. 
But the women's rest rooms and 
recreation room were a warm peach 
color to offset the cold though 
clearly opposing scheme. 

It might also be mentioned at 
this point that the example of a 
food company is used because it so 
aptly fits Modern Packaging. We 
mention a steel company to show 
that the color principle illustrated 
has no specific industry bounds. 
Variations arriving at the same ulti- 
mate effect can be made for almost 
any industry. And surroundings such 
as these are the very kind that have 
visitor-consumer-value. They work. 
They pay dividends in most plants. 

Examine the colored machinery in 
detail. Notice the color scheme 
remains, and the application is for 
safety and seeing. Handles and 
dangerous moving parts are red, 
the greens, blues and whites are 
easily blended into pleasing assem- 
blies. Here light color and fine color 
placing sense make machines help 
the worker further. The finishes are 
not so glossily bright, but still retain 
a degree of gloss that makes clean- 
ing an easy task. 

The factory and home parallel 
seems so obvious it is curious that 
more executives don't spot the 
similarity. The home is kept bright 
and cheery inside, and fine looking 
outside with paint color. The 
kitchen is, after all, the home fac- 
tory—and it is the best room in the 
American home. Women demand 
color, cleanliness, and cheery atmos- 
phere in it. The same results so 
pleasing to personnel, so beneficient 
to operating conditions can be 
easily achieved with color and 
paint. 




































































To this point, the color scheme is consic :red in 
phases of production, and in the connection ink be. 
tween consumption and production, the aut - truck, 
Here we step to the retail outlet and behol: a win. 
dow display. Again the same colors; ag::in the 
association with United American Foods. “he dis 
play is neither crowded nor sparse. Yet its effect 
is that of nicety of balance and of high attention 
value. Colored containers are in paper, plastics, 
glass and lacquered tin. 

The close-up views show first of all tin and paper 
packages. Spirit label varnishes serve as clear 
coatings to enhance the colors both of boxes and of 
paper labels on the tin cans. (Copy has been pur. 
posely eliminated in these suggestions, though of 
course it would serve as a feature of the finished 
packages.) 

The glass containers retain the family resem. 
blance to the letter—perhaps even more so when 
you realize the abundant background of white. 

Again throughout the consumer group, the fea- 
ture of colors—simplicity. It would be absurd to 
nominate this color grouping as the color arrange- 
ment. It is only one of hundreds of satisfactory 
combinations. But in its demonstration of a simple 
point in manufacturing and sales strategy it is ex- 
ceptional. Few indeed are the companies taking 
full advantage of the advantages of color. Those 
advantages cost no more—in fact less, and prop- 
erly applied are more than satisfactory in their re- 
turns. Cast color instead of cake upon the waters. 
It will return in excess of expectations. 

Don't overlook the value of establishing such a 
scheme from a standardization viewpoint. It wil 
simplify purchases, simplify painting and also sim- 
plify color matching. And all of these simplifica- 
tions will simplify collection of cost data and re 
duce your costs through all of this simplification. 

Color also means material. Paint is the most 
important in that it is more widely used as a color 
medium than any other. The Color itself is as good 
as it is lasting, as fine as its functions. It must stand 
incorporation in durable, lasting paints. On paper 
or tin containers it must withstand wear and teat. 
On trucks, cars, building and sign boards, it must 
weather all the rigors of heat, cold, rain, sleet, 
snow, moisture and gas. On plant interiors, fumes, 
humidity, temperature changes and other menaces 
to color life must be overcome in the paint formu 
lation and application. On machinery, color must 
be an even more durable part of the finishing 
enamel or lacquer. For plant, inside and out, for 
trucks, refrigerator or billboard, for machinery, for 
stores, for packages of metal or of paper, « pai, 
enamel, varnish and lacquer technique an 
found to meet your demands. If with it ‘s com 
bined a color technique you can be certair >f right 
procedure in color use that will be of unit >roduc- 
tion and unit sales value. : 
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N. matter your product the container 
should reflect its personality. If it is a dainty 
confection certainly it cannot have a male 
appeal of stern colors and bold design... 
and vice versa. Heekin designers and metal 
lithographers have there fingers on the 
modern ‘pulse of competition. Today it 
throbs more than ever before in American 
business. Experts in colors... in the suave 
intermingle of scarlets, blues or yellows... 
Heekin can put personality ... and quality 
into a metal container that is not only inex- 
pensive but will distinguish itself among its 
competitors. Certainly there can be no 

~ obligation on your part if we try. May we? 
THE HEEKIN CAN CO., CINCINNATI, O. 


IN CANS 


tho-g 7~aphe | 
HARMONIZE D COLORS 




















JANUARY, 1935 





APPLIED COLOR ON 
GLASS CONTAINERS 


(Continued from page 41) his brand name with the 
package in a most effective way, something not com- 
monly done heretofore. Applied lettering on the 
beverage bottles now serves as an identifying label. 

On the Jewel Tea Company’s ‘“‘Velvetouch” con- 
tainer and the Hennafoam Shampoo bottle the use of 
applied color lettering makes a paper label unnecessary 

a decided advantage on packages which are used 
when the hands are wet. The Linco Oil applied 
lettered bottle and the ‘‘Essolube’’ decal bottle are 
immediately identified by the motorist through the 
use of a very attractive brand name design. 

The Owens-Illinois Glass Company, pioneers in the 
use of applied coloring on glass containers in this 
country, have set up color decoration operations in three 
of their most important factories. An applied color 
department is maintained at the Huntington, W. Va., 
plant for the production of applied color and applied 
color lettering on all types of containers. Facilities 
for applied color milk bottles are provided at the two 
plants located in Columbus, Ohio, and Clarion, Pa., 
whose production is exclusively milk bottles. 

Applied color on glass containers obviously offers 
definite merchandising advantages, and the slight in- 
crease in cost of applied color containers as compared 
with plain bottles is more than compensated for by 
these many advantages which accrue to the package 
user who adopts this modern method of enhancing the 
value and attractiveness of the glass package. 


PASSING THE MERCK PACKAGE 
GAUNTLET 


(Continued from page 39) This work consumed almost 
another full year, during which time a large container 
factory was busily occupied in perfecting new machin- 
ery and equipment for turning out lock-tops where 
friction plug covers had been produced before. The 
new canisters were made in different diameters than 
the old, requiring new labels, new corrugated boxes 
and new filling machinery at the Merck plant in 
Rahway, N. J. 

Eventually the work was completed, and we are now 
equipped to fill these containers at the rate of 25,000 a 
day. The new lock-top canisters are convenient to 
open and easy to handle, dustproof and tamperproof. 
The favorable reception accorded these improved 
packages indicates that our two years of research and 
effort were well invested. 

The pioneer work which has been most enthusiasti- 
cally greeted was that done with the molded caps for 
our wide-mouth, screw-cap bottles. Ten years before 
the present Merck screw-cap prescription bottle was 
put on the market, experimental work had been started 
in our laboratories. Metal was the only material then 
available. Our experiments satisfied us that aluminum 
and tin were not the materials to use for screw caps 
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which might have to stand on laboratory shelves for 
periods of two to three years. No matter what litho- 
graphing or lacquer were applied to the metal, the 
fumes of a chemical laboratory would soon break down 
the finish and start the rusting of the caps. Later, 
when the first molded materials were put on the market, 
our interest in screw caps revived. 

Further tests were made, but the early molding 
material could not stand changes in temperature. On 
cold days the caps would crack and break. As molding 
materials improved, our tests were continued. How- 
ever, after the difficulty with breakage at extremes of 
temperature was overcome, the caps would sometimes 
crack with age. It was not until our experimental 
work had been running for about four years that we 
were finally satisfied that we had found a material 
which would not be affected by temperature changes or 
by age. 

Then we experimented with cap construction until 
we had built a cap which the strongest man in our em- 
ploy could not break in tightening. Today our returns 
of broken caps indicate that not more than one cap 
is cracked out of every fifty thousand sold. 

Plastics are not the only new materials which have 
passed the Merck package gauntlet. We have also 
found some of the new cellulose compounds to be 
valuable—particularly as inert cap liners. A new 
cellulose product which may eventually replace glass 
has been undergoing tests for some time. Quite 
possibly the day of lightweight flexible bottles is not 
so far away! We are always ready and willing to 
throw an old-fashioned, impractical package out the 
window, but never until we are perfectly satisfied that 
the container which is to take its place will give longer 
and better service. 


NEW PACKAGES FOR FRUIT 


MERICAN FRUIT GROWERS, INC., Med- 
= ford, Ore., division, in connection with their 
special advertising and merchandising drive on apples 
and pears, are distributing an attractive line of fruit 
baskets. These are suitable for any kind of fruit, 
but apples and pears are especially stressed to the re- 
tail trade. Directions for packing and decorating 
these baskets are given. 

A second package made of special fibre board has 
been placed on the market by American containing a 
dozen or so extra fancy Du Comice pears, which is 
entitled the masterpiece of the pear breeder’s art. 
The pears are first wrapped in oiled paper, then en- 
closed in colored tin foil and packed in green shredded 
oil paper in an open top container. This slides into 
another fibre box and this in turn fits into another box 
which is sealed. The package contains full directions 
for handling the pears after they are received, also for 
serving either as a dessert, or in a salad. Delicious, 
Golden Delicious, and other branded apples are also 
being packed in fibre boxes for the holiday trade. 
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HERE’S HOW 
TO GET YOURS! 


1S. 


You’ll want the forthcoming seventh edition of the 
Packaging Catalog . . . a bigger, better, more complete 
volume than ever before. 


For a short while only we can offer this opportunity to all 

new subscribers to Modern Packaging, the most attractive 

and important offer of its kind we have ever been able to 

make. While the small available supply lasts, we offer 

a copy of this incomparable new Packaging Catalog together 

with a year’s subscription to Modern Packaging, without * 
any additional cost. In other words, a regular $5.00 sub- 

scription brings with it, for the time being, this remarkable 

new Catalog. 


Remember, you get both for the price of one with all the 
timeliness, beauty and appeal of each issue of Modern 
Packaging for twelve months, together with this wonder 

book of the packaging world—the new Packaging Catalog. 

But we urge that you act at once for the new supply is 

nearly all subscribed for now. Use the attached card. It * 
requires no postage. We will bill later. 


PACKAGING 
CATALOG 


425 FOURTH AVE., NEW YORK 


JANUARY, 1935 719 








MACHINERY—SUPPLIES 


(Continued from page 68) 





NATIONAL JUNIOR WRAPPER HAS 
WIDE RANGE CAPACITY 


~ JHE National Bread Wrapping Machine Company 
/ announces a new slicer embodying advanced 
features, and a Junior Wrapper, the latter being shown 
in the accompanying illustration. The slicer is said 
to be absolutely positive in operation. <A gravity feed 












chute to machine’s infeed allows operator to feed 
machine without placing an individual loaf in compart- 
ment of a flight conveyor. Reciprocating transports 
driven by the wrapping machine convey bread through 
the knives. This assures perfect synchronization 
with wrapper and eliminates the necessity of com 
pensating devices to overcome the variations in the 
size of the loaves. 

The Junior Wrapper is designed for bakers pro- 
ducing 1000 to 2000 loaves per hour. 


A NEW SEALED LINER CARTON 


_tn article in the August, 1934, issue of MODERN 
PACKAGING under the title “Now It Can Be 
Done,” described the application and utilization of a 
sealed inner liner for cartons—a new development of 
Daller Carton Company, Inc., which affords, it is said, 
greater moisture and grease protection than heretofore 
attainable in a paper package. By means of the ma- 
terials and process used, it is possible to seal wax or wax- 
like surfaces and obtain a hermetically sealed closure on 
the bag or liner. 
A further development is that shown in the Bluo 
Soap Flakes carton which incorporates a liner or bag 





Metal stripes, which are supplied with gummed backs and may be easily and quickly applied to glass, wood, metal, paper, leather 

and other materials, are meeting with successful use in the packaging field. The above illustration shows their use in the decora- 

tion of various containers and represents but a few of the many applications that may be made. These stripes, which can also be 
produced from metal foil, are made by the Stanley Manufacturing Company. 
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PACKAG 


Over 200 Million Packages per day are wrapped on our Machines 


HERE are plenty of treasures to be 
unearthed today—and they are to be 
found in manufacturing plants like your 
own...Treasure in the form of new economies. 

It is our business to help you secure these 
economies through more efficient packaging 
machinery. 

The early machines which we introduced 
to replace hand operations made phenomenal 
savings. Many of these machines are still in 
use. But there have been vast improvements 
made since then. 

Our modern machines run at much higher 
speeds. That means greater production at less 
cost—and saving of floor space. 

Material costs have also been lowered. 
For example, modern machines require less 
over-lap on wrappers—an important item 


q = B--J 


here 1s real Loft t 


in Lreasure Flunting. 





where production runs into large volume. 
And they frequently make it possible to re- 
place expensive types of packages with less 
costly forms at no sacrifice in appearance 
or utility. 

In businesses where costs are rising, these 
savings are a large factor in maintaining a 
popular selling price. 

A study of your package, your production 
methods and machinery may enable us to 
suggest important savings. Wide experience 
in serving the leading package goods manu- 
facturers has given us_a fund of valuable 
information. Why not avail yourself of it? 


PACKAGE MACHINERY COMPANY 

Springfield, Massachusetts 

NEW YORK CHICAGO CLEVELAND LOS ANGELES 
Peterborough, England: Baker Perkins, Ltd. 
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po¥O U Clean..... 


YOUR Bottles Satisfactoril yp 








HIS is a very important ques- 

tion for every manufacturer 
to consider who puts his product 
into a glass container. There are 
two practical methods of clean- 
ing bottles and jars: One is to 
wash, or wash and sterilize; the 
other to clean the containers with 
Compressed Air. 


je latter system is being widely 

adopted wherever practical but it 
does not follow that it can be used 
under all conditions. If, however, dry 
cleaning with air is practical, then be 
sure that the system you install will 
clean your containers. From our years 
of experience and the many problems 
presented to us, we have found that an 
air pressure of at least 60 pounds is 
necessary, in almost every instance, to 
clean a glass container. 


Please do not confuse these facts 
with our vacuum filling machine 








Automatic Rotary Bottle Cleaner 


Cleans bottles with compressed air. Used in many plants producing 
whiskey, medicine, lotion, food products, with most satisfactory results. 








method, which uses only a few inches 
of vacuum for filling. 

At sea level only 29 inches of vacuum 
is possible. Generally throughout the 
country 20 to 22 inches of vacuum is 
possible and that, under the most per- 
fect operating conditions, is equivalent 
to only 10 or 11 pounds of air pressure. 


Therefore, if you want to clean your 
containers perfectly—get out not only 
the dust, dirt, small scraps of paper and 
occasionally small pieces of glass—then 
be sure to use the compressed air 
method where you are assured of at 
least 60 pounds pressure. Thus you 
can be certain your containers are clean. 


Write for our special catalog on the cleaning of glass containers 


THE KARL KIEFER MACHINE CO., Cincinnati 























The NEW BLISS Power Lift Top Stitcher 


Will Stitch More Boxes per Day at Lower Cost 








CHICAGO 
117 W. Harrison St. 


PHILADELPHIA 
5th & Chestnut St. 


185 Summer St. 


CLEVELAND 
1931 E. 61st St. LOS ANGELES-SEATTLE 


Its almost entirely automatic operation enables your oper- 
ator to stitch many more containers per day than can be 
stitched on older types of Top Stitchers. 

Heavy containers can be raised and stitched as rapidly 
and easily as lighter containers, and with less fatigue to the 
operator, because the work table is operated by power. 

Table automatically stops at right position for stitching 
the container, a great time saver. 

Table can be adjusted to height of your conveyor or trucks 
for transferring containers without lifting. Saves damaging 
of containers before they are sealed. 

One motor operates power lift and stitcher. 

Equipped with BLISS Heavy-Duty Stitcher Head—the 
fastest, strongest and most durable Stitcher Head built. 

Let us tell you further how this new Top Stitcher will in- 
crease your production and lower stitching costs. 


Dexter Folder Company 


28 West 23rd Street, New York, N. Y. 


Bliss, Latham and Boston Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 


ST. LOUIS 
2082 Ry. Ex. Bldg. 


SAN FRANCISCO- 


BOSTON 


H. W. Brintnall Co. 
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SOAP FLAKES FOR | 

LAUNDRY AND 

GENERAL HOUSEHOLD USE 
SS eal 


of opaque waxed glassine with moisture-proof trans- 
parent cellulose, fabricated so that a minimum amount 
of the latter is used to make the complete liner. The 
carton is die cut to permit a view of the transparent 
portion of the liner. The illustration shows the package 
as it appears on the dealer’s shelf and also with the 
liner removed to show its construction. As may be 
seen also, the carton incorporates a reclosure feature 
for use after the carton is originally opened. 

The new Argo Corn Starch package, used by Corn 
Products Refining Company, incorporates the reclosure 
device, shown in open and closed (packed) positions, 
This feature is a patent 
The package is 


but utilizes an unlined carton. 
of Daller Carton Company, Inc. 


assembled and tight-wrapped on Penumatic Scale 
equipment at the rate of sixty per minute. 











































BOSTITCH 


changes this device from just 


another tool to a BEST SELLER! 


Bostitch Stapling has performed such wonders for the sale 
of novelty and cosmetic items that some think its applica- 
tion is limited to those fields. 
On the contrary, Bostitch can do as much . . . is doing as 
much . . . for thousands of different products, including 
groceries, drug items, novelties and hardware. 
Consider this instance . . . the Seeco Razor Blade Holder 
. an item whose sales appeal depends directly upon the 
way in which its use is explained. Yet it is sold at a 
price which precludes the expenditure of much time on 
the part of the salesclerk. 
Bostitch provides the answer . . . as it does in so many 
other cases. Quickly and easily applied, it converts this 
hard-to-explain article into a self-seller by holding it 
firmly to a well written and well-illustrated, yet inexpen- 
sive display card. 
Just one instance of what Bostitch Stapling can do to 
overcome selling, display and theft difficulties. Bostitch 
can do as much for your product. Investigate. Clip the 
coupon for full information. 


* 


a . % ae 
Bestitch amtales Company 
East Greenwich, R. I. 


Please send descriptive folders on Bostitch fastening and 


merchandising methods. 
MP-1-35 
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These vials 
cant break! 


they serve as 
protective containers regardless of 


careless handling .... 


® Use HYCOLOIDS because they survive 
the shocks that shatter other vials; 
because they serve the consumer more 
faithfully; because they are modern, 
practical, beautiful and eliminate the 
needless bulk and weight which add to 
your costs, without benefit. 


colorful—opaque or transparent 


VIALS, BOTTLES, JARS, TUBES 


beautifully “labeled-when-made”’ 





unbreakable, CONTAINERS 
* 


Ask to see your product 
in a Hycoloid sample vial 


HYGIENIC TUBE & CONTAINER CO. 
42 Avenue L, Newark, N. J. 
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PRELIMINARY PLANS FOR THE FIFTH 
PACKAGING EXPOSITION 


| RELIMINARY plans for the fifth Packaging 
{ Conference, which will be held at the Palmer 
House, Chicago, March 5 to 8, inclusive, have been 
announced by Alvin E. Dodd, executive vice-president 
of the American Management Association. The pro- 
gram will be divided into four special ‘‘days.’’ March 
5 will be known as Progress Day, with the program 
given over to addresses summing up advances made 
in the field of packaging up to the present time. The 
second day of the exposition and conference will be 
known as Marketing Day, with attention of speakers 
and their auditors focussed on the use of well-designed 
packages in the sale of all types of products. Pro- 
duction, vitally important element in the packaging 
picture, will come in for special attention on Produc- 
tion Day, March 7. The closing date of the expo- 
sition, Friday, March 8, will be known as Industries 
Day. Speakers will dramatize the utilization of 
modern packaging in the various industries. 

“Typography and the Package’’ will be presented 
on Tuesday by Gilbert Farrar, typographic counsellor 
for the American Type Founders Sales Corporation 
and director of typography for the Conde Nast pub- 
lications. The influence of the consumer—the actual 
buyer of goods over the counter—on package design 
will be dramatized by Leo Nejelski, advertising mana- 
ger of Swift & Company, Chicago. His subject will 
be ““The Consumer as a Package Designer.’’ One of 
the speakers on Marketing Day will be C. B. Larrabee, 
managing editor of Printers Ink, who will have as his 
subject ‘Before Designing the New Package.”’ 

Other speakers at the exposition and conference 
will be Dr. L. V. Burton, editor of Food Industries 
who will sum up the Production Day program in a 
special address, and D. E. A. Charlton, editor of 
MODERN PAcKAGING, who will summarize the Prog- 
ress Day program. The keynote address opening 
the Production Day program will be given by Francis 
Chilson of New York, whose tentative subject is 
“Production Is Still Done in the Factory.” 

A departure in the exposition and conference pro- 
gram will be a special conference and clinic on packing 
and shipping, which will be held through the after- 
noon of Thursday, March 7. One of the speakers at 
this conference will be Don L. Quinn, president of the 
Don L. Quinn Company, Chicago, whose subject will 
be “Corrugated Shipping Containers; What Makes for 
High Quality in Them; and How to Police that 
Quality.”” Other topics at the packing and shipping 
session will include ‘The Problem of Concealed 
Damage,” ‘“‘New Technique in Cabinet Packing” and 
“Export and Domestic Packing.” 

Plans are being made for a special program event 
at the conference which will picture in a graphic man- 
ner the advances made in packaging in the last ten or 
fifteen years. In this event the “before and after” 
touch will be given. 
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ADDITIONAL INDUSTRY NEWS ee oe 




















Sylvania Industrial Corporation announces a new 
" and superior sausage casing, Sanicase K. This is of 
8 entirely new material not heretofore offered in this 
" country but which has been successful in Europe for 
en ; ; : 
at this particular purpose. The ends of these casings 
a may be moistened before tying, therefore saving con- 
ch siderable time, labor and loss; otherwise they may be 
ae used and operated tlie same as viscose casings. Sani- 
de 5 case K is soaked and handled the same as viscose 
- 5 casings, except that by thoroughly soaking for a 
“ ’ slightly longer time, its expansibility or stretch is ma- 
ots 4 terially increased and, after cooking or drying, the 
ad 3 contraction or shrinkage provides a compact or solid 
“ 3 sausage with smooth casing. 
ai 4 Sanicase K sausage casings are acceptable to the 
+ Bureau of Animal Industry, U. S. Department of 
wi ' Agriculture, subject to inspection by that department. 
ies 
of ' Effective Jan. 1, 1935, all products formerly sold by 
the Armstrong Cork Company and the Armstrong 
ed Cork & Insulation Company will be distributed by a 
or subsidiary company to be known as Armstrong Cork 
on } Products Company. The change in the name of the 
b- sales organization does not in any way alter Arm- 
ial strong’s distribution policies or personnel. 
on 
la- 
rill An exhibit of ten cent packages was held at the * THE NE W 
of Hotel New Yorker, New York, under the sponsorshi 1 
ee, of Syndicate Store Merchandiser, Jan. 17 fe 19. The “MILL E R” WR A PPER- 
his =f display was held in conjunction with the magazine’s 
+ second annual packaging contest, to determine the SHEETER COMBINA TION 
ce best ten cent packages introduced in limited price 
) variety chains during the past year. , 
tl Daas sepia BUYS ITSELF... IT 
of 
vi Columbus Paper Box Company, Inc., Columbus, 4 
- Ohio, is the successor to the Herb Paper Box Com- WRAPS PA CKA GES o( te 4 


sie pany. The new name involves no change in personnel 


. or financial structure. However, a two-story addi- CUTS SHEETS ...SA VES 
tion to the plant and other extensive alterations have 
—-, LABOR AND MATERIAL. 
at. | PACKAGE IDENTIFICATION FOR ECONOMICAL 


he | AND PROTECTION 
vill (Continued from page 50) with Robert J. Cheatham, WR A PPI N G WR IT ‘y= 


rO- 





Soe: 


for | Government staff man, in the patent contest for the 
iat honor of evolving the duplex bag. But this does not 
ng mean that, by and large, Federal concocters of pack- 
led 


aging novelties are to have the bulge on private genius, 
merely because of Uncle Sam’s backing. Judicially, 

it will always be a question of “priority of seeensiia? MILLER WRAPP ING & 
ont By th i i 

y the by, Cheatham has dedicated to the free use of SEALING M ACHINE Co. 


the public his patent on a duplex bag made up of open 


: and close mesh sections and reinforced seams. 14 S. CLINTON STREET, CHICAGO 
: Package protectionists are giving a loud hand in 
applause of the packaging exhibit stages, this January, 


nd 
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BETTER DESIGN anp BETTER 
BOXMAKING HAVE BUILT 
THIS GREAT BUSINESS 


The Ferdinand Buedingen Company is one of the 


field—numbers among its clients 


oldest in its 
many who have been with it for fully a score 


of years. 


Today, our facilities permit of the addition of a 
few more such clients—firms who want the as- 
surance of quality—in design and in construction 
year in and year out. Such firms will find in 
the house of Buedingen the stability of age com- 
bined with the progressiveness of youth, backed 
by a plant and a designing staff second to none in 


They will find 


our prices well within the competitive range—and 


ability, experience and equipment. 


our quality well beyond it. 


If yours is such a firm, we invite the opportunity 
to discuss your requirements with you, to place 


our Designing Staff at your disposal. Write to— 


FERDINAND BUEDINGEN COMPANY 
INCORPORATED 


ROCHESTER * * * N. Y. 
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by the Department of Art at Dartmouth College, 
Hanover, N.H. To interpret the enthusiasm one must 
understand that the devisers of protection for packages 
are keen on these college shows because they believe 
the displays will cultivate a live-and-let-live respect 
for package originality among the college crowd from 
which will be drafted the package designers of to- 
morrow. The management of the Dartmouth show is 
praised, particularly, for the simplicity of its system. 
No entry blanks were required, and the only condition 
of entry was that packages need not be returned. 
The theory is that with simple administrative formulas 
and low expenses these college shows of packaging will 
grow and multiply into a continuous series, lining up 
all the colleges that have art departments and proving 
immensely educational for the incoming generation of 
packaging technicians. 

Recognizable fruit packages emerge as the only 
answer to this season’s orgy of citrus bootlegging. For 
several reasons—an early freeze, hysterical competi- 
tion, etc.—this winter has witnessed a stampede in 
Florida to rush to market citrus fruit in bulk, regard- 
less of condition, color, and all else. The expansion 
of trucking facilities, notably the advent of a flock of 
irresponsible, free-lance, fly-by-night truckers, afforded 
just the facilities needed for the “‘dumping’’ opera- 
tions. ‘The consequence of the flooding of the Eastern 
market is a serious impairment of public confidence in 
huckstered citrus fruit. The situation is already a 
matter of worry to high-grade producers and responsible 
packers. Anxious to conserve good will, these parties 
are rapidly swinging to the all but unanimous con- 
clusion that the only hope of salvation for the imperiled 
growers and marketers of first-grade fruits will be found 
in a policy of marketing exclusively in closed packages 
of one kind or another—packages that may be identified 
to the trade and to consumers by familiar brands and 
other means of recognition. To make assurance 
doubly sure, the trade is going in for internal as well 
as external packaging—a systematic use of wrappers 
carrying trade marks. 


/EW light has been shed on the protectability of 
~ “package features by the recent experience of Ralph 
K. Davies, inventor of designs for electric light signs. 
At first thought, there might appear to be little in 
common between a swinging roadside sign and the 
facade of a package. But the two are in parallel when 
the ornamental invention consists in the decorative 
use of stripes in contrasting colors. The test case, 
which eventually reached the U. S. Court of Patent 
Appeals, hinged on the status of the outline of a 
geometric figure—just such a layout as so often gives 
individuality to package dress. 

Successive tribunals at Washington refused to grant 
protection. It was ruled, in effect, that patentability 
cannot be based on a universally known geometric 
figure. Official umpires said that selection of a con- 
ventional decorative form (such as a shield or a banuer) 
is not a matter of invention but a matter of choosing 
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one out of many available forms. Bluntly, this latest 
ultimatum from Washington is that novelty and in- 
vention in a package ornamentation, or any other similar 
species of design, must involve something more than 
the drawing of spaced parallel lines or bars and the 
coloring of these stripes in contrasting hues. For one 
thing, a reminiscent design of this stereotyped pattern 
is dead sure to run into “interference” at the Patent 
Office with other similar efforts. For another thing, 
it is bound to be challenged as something requiring 
much less than genius for its production. 
C/ LASS packaging gets a boost, thanks to the latest 
-} development in the honey trade. The U. S. 
Bureau of Chemistry has just discovered a new method 
of clarifying honey that results in the production of a 
brilliantly clear honey; honey that appears to singular 
advantage in a show-case package. When the new 
process was first evolved it beautified the honey but at 
the price of a certain loss of flavor. More recently the 
Government experts have evolved a scheme for filter- 
ing honey under pressure which provides a rapid and 
improved method of processing honey with no loss or 
change in flavor, in addition to obtaining a degree of 
clarity never attained heretofore in the honey industry. 
Marketing specialists who are on the job say that the 
more tempting appearance of the product will not 
merely stimulate the regular or staple market. It 
will also, they predict, open wide the doors of oppor- 
tunity for the gift packaging of honey—a profitable 
specialization which is already being employed to some 
extent in the case of orange blossom honey. 


~ RYSTALS—so-called mineral crystals—may be 
a “medicinal humbug”’ as the outraged doctors 
declare, but this latest outburst of proprietary ex- 
ploitation bids fair to teach packagers a needed tech- 
nique. The situation is born of the circumstance 
that these freak laxatives and cathartics are being 
advertised almost exclusively by radio—in which 
medium they cannot be called to account for their 
extravagant medicinal claims. But, when thus de- 
pendent upon word-of-mouth publicity, the marketers 
face the problem of devising packages that may be 
readily recognized by prospects, who have had no 
pictures to guide their selection, and must rely upon 
their mental verifications. Almost innumerable differ- 
ent brands of ‘‘crystals’’ have burst upon the market, 
which renders it all the more necessary to isolate a 
specific candidate if the latter is to benefit by broad- 
cast blurbs. All of which has started a lively race 
in this quarter to produce a sure-fire, recognizable-from- 
radio package that will sell on its looks and its brand 
name without any supporting specifications or curative 
promise on the package. 


a N packaging of cheese is making strides, as with 
¢ seven-league boots. MODERN PACKAGING re- 
ported, some months ago, the successive steps in the 
development of the valve-fitted types of metal con- 








Users of Stokes ““90-D”’ 
Tube Filler and Sealer 
“Wrote” This Advertisement 


Mr. R. D. Frick, 
Superintendent of 
the Campana Cor- 
poration, says: 
“We began investi- 
gating... selected 
this machine be- 
cause of its sim- 
plicity and com- 


pactness... it has 
fully met our re- 
quirements.” 


Mr. H. F. Brown- 
ell, Superintendent 
of McKesson & 
Robbins, Inc., says: 
“Since operating 
your new ‘90-D’ 
machine, which 
uses part of the 
tube for its closure, 
we are pleased 
with the results.” 





ATHER © 

than tell 

you what we think of our 
‘“*90-D’’ machine, we give 
you the opinions of three 


nationally known compa- 
nies who, among others, 


use it. 


plete description of the machine. 


Mr. C. M. Odell, 
President of the 
Burma-VitaCom- 
pany, says: “Your 
machine is doing 
practically a per- 
fect job.” This 
company has just 
duplicated its 
former order. 
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STOKES “90-D” 
Filling and Sealing 
Machine 


We should like to send you a com- 


Our 34-F 


Catalog contains this along with full informa- 
tion on our complete line of hand-operated 
and semi-automatic tube and powder filling 


machines. 


Also describes the new airtight 


and leakproof WESTITE Closure. 


WRITE FOR CATALOG 34-F 


FJ§toKes MACHINE COMPANY 


Packaging Equipment Since 1895 


5970 Tabor Road 


Olney, P. O. 


JANUARY, 1935 


Philadelphia, Pa. 
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Transparency 
Needs Display... 


...to Make Those Profitable Extra Sales! 


Left: “Stair - Step” 
Union Display Rack 
— gives complete 
visibility to a large 
number of products. 













Right. This large Union Floor 
Rack, with Cellophane-wrapped 
flour bags, produced a fine in- 


crease in sales. 
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Union Counter Rack for 
glass jars—gives height and mass 
to displays without risk of knock- 
ing down. 


Above: 


The range of effectiveness for a transparent package is 
about arm’s length. A close-up of your transparent pack- 
age in a good display spot is certain to stop the customer 
and make that extra-sale. These spots can be secured with 
Union Racks. To get on the spot with a real pull, use 
Union Racks. Strong, clean yuon STEEL PRODUCTS CO. 
and economical. Write for 521 Berrien St. 
illustrated book of types. Albion, Michigan 
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tainers which made possible the new lines of canned 
cheddar. Now behold the Land O’ Lakes Creameries, 
Inc., preparing to jump into large scale production of 
tinned cheddar. While other leaders in specialty 
packing are perfecting arrangements to make a bid 
for the big demand which it is felt is coming. 

Last summer, the Great Atlantic & Pacific Tea 
Company, Swift & Company, Nestle Milk Products 
Company and other packers made test packs by the 
new method, using the new model, valve-vented cans. 
These test packs are now beginning to go into con- 
sumption or demonstration and the results are ex- 
tremely gratifying. Test sales, conducted in New York 
and other cities, have been emphatically a success. 
Two of the largest companies are now ready to make 
commercial] packs. 

W. S. Manuel of the Development Department of 
the Continental Can Company tells me that so far as 
the manufacture of the new container goes it is definitely 
out of the experimental stage. The full results of the 
test packs should, he feels, establish it as being the 
best possible method of merchandising cheddar cheese. 
Compared to bulk packaging, the new unit packaging 
eliminates four distinct items of expense. But the 
greatest blessing comes from the fact that here is a 
package which effectively identifies the cheese maker 
and at the same time completely protects the cheese 
while yet allowing it to continue ripening (a valuable 
accomplishment) after it has been packaged. Indeed, 
this valve-vented cheese can seems to open a whole 
vast vista of possible special packages so constructed 
as to permit the contents to gather flavor or undergo 
subsequent supplementary conditioning. 


SAAIRY packaging is bristling with surprises at 
=~the dawn of 1935 apart from the sensation in the 
cheddar cheese niche. A revolution in milk packaging 
is perhaps the most interesting development that is 
rising above this section of the packaging horizon. 
People interested in the merchandising of dry skim 
milk have long recognized the desirability of developing 
a consumer package in order to get milk solids into the 
homes of the country and especially the homes of those 
who do not have an adequate diet. Interest in this 
problem has been stimulated recently on account of a 
surplus of dry skim milk and the need for this product 
in the homes of people on State or Federal relief. 

Out of this urge has come a drive for something 
tangible in the way of a dry skim milk package which 
can command consumer-acceptance in the face of all 
substitutes and alternatives. The first attempt to 
find a satisfactory package has produced a one-pound 
can that is entirely satisfactory on the score of looks 
and service but which costs 3 to 4 cents when ordered 
in quantity. With the price of bulk powder at 6 or 7 
cents, a charge of 3 or 4 cents for a container is out of 
line and, in fact, is prohibitive. 

So the hunt is on again. To find a type of container 
which will adequately preserve the milk powder but 
will be available at a cost materially lower than the 
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first quotations on cans. R. W. Bell, the country’s 
foremost expert on dairy packaging and marketing, 
tells me that he is absolutely confident that a package 
will be uncovered which will combine all requirements. 
In the meantime it looks as though the situation was 
ripe for a merry contest on price among the suppliers 
of various classes of eligible containers on which prices 
may be shaded for the sake of capturing volume busi- 
ness at new outlets. 


pi ANDICRAFT identification via package is the 
e latest goal of the evangelizing package designers 
and package suppliers. Not everybody outside the 
immediate trade environment realizes what difficulties 
of identification have confronted the producers of 
artistic handicrafts—products such as hand-woven 
textiles, basketry, pottery, hand carvings in wood, 
hand-wrought brass, copper and iron specialties, 
leatherwork, etc. Sanctity of artistic standards has 
in the majority of instances, all but prohibited the 
branding, labeling and imprinting that would be con- 
ventional with the ordinary commercial item. If a 
handicraft creation is to be signed at all, conservative 
tradition demands that the identification be concise, 
restrained and unobtrusive. There is no room for 
the full name and address of the producer or dis- 
tributor. Much less, for full-line references. As a 
means of escape from these limitations, the handicraft 
community is offered the enveloping wrapper or 
individual package. Details are left to the craftsman 
to be worked out with an eye to his particular product. 
The immediate proposition is to sell the independent 
producing craftsman the idea of a case, cover or holder 
for each item—a coverall that will facilitate and give 
direction to repeat orders, yet not disfigure the product. 


DESIGN, YES—BUT MAKE IT PRACTICAL 


(Continued from page 49) women’s wear field and 
children’s wear. The style of men’s apparel turned 
to jackets and the Buck Skein jacket came into being. 
DuPont took a hand in the scheme of things and the 
waterproof jacket with a new box companion was born. 
One of the great chains claim that they made over a 
million dollars on Buck Skeins. Buck Skein had ar- 
rived. It was now being sold by the better stores and 
purchased by the better dressers. 

So Buck Skein went high-hat and moved into a 
brownstone house. That is to say, the box changed 
with the times. Our present Buck Skein box repre- 
sents hand tooled leather. The motive was actually 
taken from a leather book elaborately tooled, carved 
and presented to Bismarck. Our box today reflects 
the tone and quality of the product it contains. Of 
course, for Christmas and holiday gift-giving, the Buck 
Skein box takes on the coloring of Yuletide and is 
banded and adorned with holly and wreath. 

Last year, when Repeal added rosier cheeks and per- 
haps rosier noses to the Christmas holidays, one of the 














LUSTEROID CONTAINERS in 
brilliant colors of any desired shade 
compel attention in store display and 
delight the purchaser during the use of 
your product. 


Decorated in colors, also. Saving the 
cost of expensive labels and labeling. 


Let us send you some samples. You 
will be interested. 


Extremely economical. 


Unbreakable and about one-fifth the 
weight of glass—expensive protective 
packing is unnecessary. 


Transportation costs are low. 


LUSTEROID 


CONTAINER COMPANY, INC. 
Formerly Lusteroid Division of The Sillcocks-Miller Company 
10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 
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Buck Skein products was clothed, so to speak, in shining 
armor. A gift box was designed, covered in what ap- 
peared to be hammered silver. Upon reversing the 
lid, one found himself gazing at a Buck Skein shirt and 
holding in his hand a silver cocktail tray. The top of 
the box had been converted into a tray with handles 
covered with metal foil, making a liquor-proof ser- 
viceable tray. To all appearances from an arm’s 
length it defied detection and could pass as a massive 
piece of hammered silver. 

The use of metal foil has been most lavishly used on 
such articles as perfume boxes, candy, etc. We are the 
first to experiment with and adopt this medium for a 
shirt box. Here again we did not strive for an effect-— 
the product suggested the use of metal in the box de- 
sign. We did not sit down in a thought-dungeon and 
say to ourselves, ‘‘Now how can we use metal on shirt 
boxes?”’ We did not try to be different and unusual. 
We had originated a new shirt and the shirt almost got 
up on its hind legs and demanded metal. 

This shirt we called the ‘““Custom Drape.’ It was a 
new thought in shirts. It merely was a shirt so cut 
and so designed that it fit the body and conformed to 
the figure as if it were tailor-made. It was therefore 
called the Custom Drape shirt and our slogan was 
“Curved to your body.” As this shirt would be pur- 
chased by the better dresser, the thought was to make a 
box that would appeal to a more select group. Hence, 
we used a coated black paper, relieved by and con- 


’ 


trasting effectively with silver lettering and design. 

We were not trying to use art modern because we 
heard of Picasso, but we did use what seemed to be a 
modern treatment in a series of curves because, pic- 
torially, it did express the slogan “‘Curved to your 
body.’”’ Another advantage of the metallic box label 
is that it reflects light on the dealer’s shelf. Buried 
among lithographed labels, it also functions as an elec- 
tric sign in contrast to the plain printed box labels of 
competing shirt boxes. It calls attention to itself. 
When the box comes down from its display shelf into 
the customer’s hands it does more than sell itself. It 
sells a box of shirts, a box of three shirts instead of one. 
Thus our new metallic box trebles sales. 

My thoughts then on box designing are the same as on 
my advertising. I am only interested in sales and 
profits. Every move, every gesture, every line of copy, 
every window display or box, is conceived and designed 
with that end in view. The history of fine art or ap- 
plied art proves that the greatest artist or artisan did his 
best work when goaded by the practical. Art for art’s 
sake passed out with Oscar Wilde and the Victorians. 
If America excels in any of the arts today, it is surely in 
architecture. Our great buildings, our automobile 
designs, our streamlines, are all the results of a means to 
an end—not just to make something pretty. And so 
let the industrialist, the hard-headed business man, keep 
his practical head in designing his containers, for though 
he knows it not, he is in perfect tune with Renaissance. 




















Our line of manufacture includes a variety of paper 
cans and composite cans for insecticides, chemicals 
and various other food products. 


Cosmetic manufacturers will find our Tale and Dust- 
ing Powder Containers both attractive and eco- 
nomical. Made in a variety of sizes, they are 
readily adapted to colorful wraps—lithographed, 
printed or with raised printing. 


Let us help to make your package a sales builder. 


CROSS PAPER PRODUCTS 


CORPORATION 
THIRD AVE., AT 140TH ST., NEW YORK, N. Y. 
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FIGS IN MOISTURE-PROOF CONTAINERS 





The New - 
IDEAL CORNER STITCHER 








HE problem of weight-loss in dried figs, which 
2 normally occurs between the packing plant and 
the retail transaction, is said to have been successfully 
overcome by the Cresca Company, prominent New 
York distributors. 

Two new packages consisting of metal foil bags en- 
closed in cartons, have been developed by Reynolds 
Metals Company, for use on the 1l-oz. and 2!/2-lb. 
packages of Cresca Hygeia Figs. The new moisture- 
proof packages are reported to reduce weight-loss 
appreciably, and maintain the proper consistency of 
the figs over long periods of time. 














The 
IDEAL 


bottom 
~~ a] 








THE ELECTRIC WATCHMAN 


(Continued from page 47) 

A similar installation was made for counting and 
directing the movement of various sized packages. 
This was accomplished by locating the various photo- 
tubes at different levels above the conveyor correspond- 
ing to different heights of containers. Mechanical 
counters were actuated by electrical impulses from the 
phototubes giving a true count of the packages. 

Since the installation of this electronic equipment, 
there has not been a single complaint of shortage and in 
addition to this, the gap between the weight of coffee 
delivered and that packaged and shipped out has been 
greatly reduced. The equipment has more than paid 
for itself in the short time it has been in operation and 
an extension of the use of electronic equipment has been 


cia i tin ott tind =| WON EY- SAVING 
POINTERS On 
(Continued from page 46) B OX S T I - C H I NG 


13. Is the product one that appeals particularly to a These free bulletins may give you an 
limited group—such as women interested in isnuantent iden 
preserving their beauty, men and women suffer- P 
ing from hyper-acidity, etc.? Some plants save as much as 60% in preparing 
l4. Is the product one of a family which should | cartons, compared with sealing them or gluing them 
carry a distinct family resemblance throughout : , , ‘ 
with tape. Simple, fast Ideal machines, forming 


the entire line? : ag E 
This careful and painstaking method of approaching their own staples, are built in a wide range of 


the subject of package changes is quite in contrast to | types and sizes, making the economy and security 
the former one of handing a commercial artist a sample of the wire stitch available to everybody. Mail 
of the present package and, without the benefit of any the coupon. 

specific data, encourage him to give expression to his 
artistic ideas in the development of the new package. 

The new type of package that profitably performs its IDEAL STITCHER & MFG. CO. 

: ae . 100 Fourth St., Racine, Wis. 

part in the complete selling job is built on facts, and 
while utilizing the ideas of the artist it is an expression 


PACKAGING FALLACY NO. 2 








Send free bulletins on Ideal Box Stitchers. We use cartons 





of merchandising, rather than a display of purely ar- for packing Cee reer eee reccccseseceeeeeees _ Cor erereceveccces 
tistic ideas. There is no more important responsi- NGS, gohasccatea seus Sore CaSO ONS Pedittenies <.scacese ds 
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to see that their packages correctly and attractively 
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| interpret the advantages the consumer will find in the 
& Pp E Cc J A L f & T a | use of the product, particularly when it will prove so 
profitable in added sales volume. 


Since one case of actual performance is more con- 


cn th ¢ man uf a clu ee of | vincing than several pages of theory let us look into the 
Cc AN & BOTTLE CLOSURES | experience of a Tennessee manufacturer who has re- 


cently made a radical change in the packaging of his 
| complete line of food products. The Rural Educational 
| Association, Madison, Tennessee, comprises three 
| distinct divisions (all operated on their 900-acre tract 

of land nine miles northeast of Nashville): (1) The 
| Madison Rural Sanitarium and Hospital, a modern 
| hospital with a complete equipment and personnel 
operating under the able directorship of E. A. Suther- 
land, M.D.; (2) The Nashville Agricultural Normal 






| 
eT us quote you on your require- | Institute, an accredited institution of higher learning 
’ Se ip a _ operated on a 100 per cent cooperative basis; and (3) 
Collapsible Tubes, Aluminum and | Madison Foods, a food manufacturing plant devoted 
Nickel Plated Cork Tops, Polished | to the creation and distribution of healthful foods. 


Coppered Can, Sprinkler Tops, Screw - ae : . 
Con, Alin & Colored Zinc The eight products comprising the line of Madison 


| 
Capped Corks, Lead and Tin Coated | Foods fall into four classifications: (1) Cereals— 
Spouts, Metal Specialties. Over 75 | “Breakfast Crisps,” a ready-to-eat cold cereal, and 
ome. ca — = | “Minute Wheat,’’ a quickly prepared hot cereal; (2) 

| Crackers—‘Bran Wafers,” a honey-sweetened full- 
| bran cracker, ‘““Whole Wheat Wafers,’ a thin crisp 
| whole-grain wafer, and ‘“Thin-Things,” a flaky wafer 
| 
| 





Consolidated Fruit Jar Company 
New Brunswick « New Jersey 


made in the new thin style so popular as an accompani- 
ment for soups and salads; (3) Cookies—‘‘Date 
Stix,” a flaky appetizing choice wheat biscuit, made in 
stick form, enriched with select dates and honey, and 
| “Fruit Stix,’’ honey-sweetened sticks filled with dates, 
| raisins and figs; and (4) Beverage—‘‘Soy Koff,” a 
| satisfying hot beverage particularly recommended for 
children and adults who wish to avoid the stimulating 
effects of tea and coffee. 
| The negative effects resulting from continued eating 
| of too highly refined foods, as evidenced by the thou- 
| sands of cases observed over a period of years in the 
Madison Sanitarium, may be pleasantly avoided by 

















ALL THE COMFORTS 
OF HOME MAY BE 
FOUND AT 


THE BROZTELL 


A DISTINCTIVE 





HOTEL using the Madison Foods which, while being both appe- 

tizing and nutritious, utilize only whole grain cereals 

T is easily accessible to shopping and theatrical and natural sweets without the aid of soda, condi- 

centers, churches, libraries, parks and trans- ments, or baking powder. Thus Madison Foods pro- 

portation lines. vide valuable minerals such as iron, lime, phosphorus 
Ladies traveling without escort will appreciate | and copper in a highly palatable and tasty form. 

the atmosphere of security and rest it offers. In past advertising and packaging it was altogether 


natural that the rough-foods-for-health copy appeal pre- 


Every room with tub and shower. dominated. An examination of the packages showed 


Room with Bath, $1.50 special emphasis given to such statements as: 
“An alkalinized breakfast cereal” 
- “A dextrinized malted product” 
‘Prepared with special] attention given to its health- 
fulness” 


mi O i | E L rs R O Z T E L L “Used by the Madison Rural Sanitarium, Nashville 


Vegetarian Cafeteria and other Good Health 


FIFTH AVENUE & 27TH ST., N. Y. Places”’ 
Phone Lexington 2-1550 “Your Health is Our Business.” 
So long as distribution was confined to retail outlets 
J. Sucarman, Manager catering specifically to consumers who by necessity or 

















choice carefully watch what they eat, giving preference 
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to strictly health foods, the present packaging scheme 
as herewith illustrated was satisfactory. However, 
when an attempt was made to widen the distributive 
outlets to all types of food stores, thereby increasing 
both the health building benefits as well as the com- 
mercial profits, their efforts met with little success 
and much opposition. Retailers admitted that while 
foods which strongly appeal to certain limited classes 
of consumers did sell, yet to remain in business they 
found it necessary to concentrate their efforts and stocks 
on products which appealed to and were bought by the | 
masses, frequently, steadily and in profitable volume. 
A practical consideration of the marketing problem 
involved clearly showed the necessity of abandoning 
the limited health-appeal of the packages used in 
favor of one that would immediately appeal to the 
masses—on the basis of appetite, deliciousness and 
general tastiness—so that all types of retail food stores 
would stock and give open display to these products. 
Reduced to simple terms the elements found to be 
necessary in the redesigning of the Madison Foods pack- Yes sete he used: Weta Gdansk eee 
of maps, atlases and globes in the world, offer this Silver 


a0e 7ere ~ 7G ° 
ages were as follows: | Chrome Globe with Bakelite Molded Base 

This globe is technically correct in every detail and is 
securely mounted on an attractive Molded Base of either 
black, mahogany or walnut Bakelite. 








Globe Design by lanelli Studio Base Design by Barnes & Reinecke 


A NEW WORLD 


Trans-oceanic airplane flights and short-wave radio broad- 
casts bring need for a world globe in every office and home. 


1. A uniform size package to readily and economi- 


cally facilitate production and transportation re- | A molded base was chosen because of its lightness, 

a : ; | strength and beauty—because it harmonizes in texture and 

quirements, and still be sold at a price popular | quality with the Silver Chrome Globe and so lends eye 
| appeal with resultant greater sales. 


Our engineering design department is ready to cooperate 


with the majority of consumers. 
with you on your problems of re-design, for bigger, better sales, 


2. A sufficiently air-tight package to prevent de- 
terioration of the product through exposure to | CHICAGO MOLDED PRODUCTS CORP. 


2142 Walnut Street Chicago, Illinois 








moisture, dust or insects. | 

3. A distinctive design scheme, high in appetite- | 
appeal, which would quickly and favorably appeal 
to all types and ages of consumers as something 
unusually good to eat. 

4, A design which could be carried through the entire 
line, giving a distinct family resemblance to all 
Madison Foods packages, so that the leaders in 
the line might help carry the burden of the lesser- 
known and used products. 

5. A design plan strong in attention-value for each 
product packaged, yet avoiding the monotony so 
frequently found in similarly packaged products. 

6. A design scheme which would enable the com- 
pany to quickly, effectively and economically se- 
cure wide distribution in all types of food stores 
without the aid of extensive consumer advertising. 





| 












4 
HOTEL IN CHICAGO 


In the heart of Chicagos Rialto with 
its brilliant night life --« close to 
stores, offices, and railroad stations. 


HOTEL 


Nu 


% 1700 ROOMS-1700 BATHS 
Every Room as New and 
modern as Next Year 


: my A 


Paitin tH HOME OF THE 
3. The Breakfast Crisps, Minute Wheat and Soy Ais Aiba > Drive 


% Your Car Right into Hotel Sherman 
Koff were shown in appropriate surroundings, |{@)\@ Be aimee ; 
ready to be eaten with cream and sugar, while the | }F # AY y A i 


cracker and cookie products were realistically 
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The eight new Madison Foods packages shown in 
accompanying illustration faithfully fulfill these re- 
quirements as follows: 


a ee a ee ee 


1. Size adopted was one that could retail from 13 
to 15 cents, the popular price prevailing for prod- 
ucts of like nature. 

. A waxed inner-bag, enclosed in a glued-end folding 
carton, was adopted to secure maximum protec- 
tion of the contents. 
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RANDOLPH. CLARK: LAKE. & LA SALLE 
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PLASTIC CAPS FOR BOTTLED GOODS 


WHEELING STAMPING COMPANY 
Factory: Wheeling, W. Va. Representative: Geo. K. Diller 
B. E. Stover, Sales Manager 90 W. Bway, New York 














Atlantic City’s Ideal Convention 
Hotel on the Boardwalk 


Every facility for the perfect handling of your convention or 
conference combined with an efficient hotel service. 


Spacious comfortable lounges . .. dining salons... ballrooms 
- sun parlors ... sun decks. . . excellent cuisine. 


Swimming Pool--Salt Water Baths--Golf 
Tennis--Fishing--Horse Back Riding 


For detailed information and special rate plan 
address the management. 


Pres ident 


ATLANTIC CITY, NEW JERSEY 
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shown in their natura] colors against a back- 
ground of contrasting color. 

4. The use of a rich brown circle in the upper left 
hand corner, containing the single statement “A 
Madison Food,”’ a similarly colored base contain- 
ing the product name and description, and the 
general illustrative treatment combined to es- 
tablish a distinct family resemblance. 

5. By making a combination run of all eight cartons 
at one time, five major colors (with tints thereof) 
were used to give each package a distinctive and 
highly attractive color scheme. For example, 
the Minute Wheat package uses a buff back- 
ground, light blue bowl and saucer, rich brown 
circle and base, and the cereal itself appears in its 
own natural coloring, an appetizing light brown. 

6. While the real benefits of the repackaging plan 
will be more convincing as time goes on, present 
indications are most encouraging. Wherever 
Madison salesmen have shown the new packages, 
retailers have taken an active interest, both in 
the products themselves and the merchandising 
plan the company is offering with the initial or- 
der to aggressive and progressive dealers. The 
illustration herewith shows how through a simple 
and inexpensive counter card open display is 
now being secured in retail food stores where no 
interest was previously shown when the products 
were presented solely as health foods. 

Package redesigning of this character is not a fad, a 
whim or a fit subject for an otherwise idle half hour’s 
conference, but represents a real challenge to the keen 
sales-minded executive to put to practical use the best 
knowledge he can command of his product, its uses and 
the desires and demands of present and potential con- 
sumers, all to the end that increasing sales volumes may 
be brought to his company. These are the words of 
E. M. Bisalski, director of sales for Madison Foods: 

“Tt has been a genuine pleasure as well as a genuinely 
hard job to work out this splendid repackaging plan 
with you. I must admit that when we first started 
redesigning our packages I had little real appreciation 
of the tremendous amount of sales and product re- 
search involved, but now that it has been so satisfac- 
torily completed, will say it has been the equivalent of a 
college course in package merchandising for me. This 
is an outstanding step for us to have taken in the better 
merchandising of Madison Foods, and I hope we can 
speak in terms of millions when we buy our next order 
of cartons from you.” 

* * * 


The eight Madison Foods packages illustrated and 
described in this article were completely designed and 
produced by members of The Richardson-Taylor- 
Globe Corporation, Cincinnati, Ohio; Mr. Deveneau, 
Director of Merchandising; Frank Marx, Mechanical 
Designer; and Stuart F. Ball, Art Director. 

The article “Packaging Fallacy No. 1—‘We Can’t 
Afford To Change Our Package—It’s Too Well 
Known,’”’ appeared in the May, 1934, issue. 


HE January issue of The Phoenix Flame was con- 
/ solidated with the Giles Candle, both house publica- 
tions of the Phoenix Metal Cap Company and its 
subsidiary, the Giles Can Company. For a number of 
years sales of Giles cans have been handled by the 
Phoenix sales organization, so nothing else is affected 
by the consolidation—it is merely a merger of adver- 
tising efforts. The Phoenix Flame was selected as one 
of the leaders in the contest conducted by the Direct 
Mail Advertising Association at its Boston convention 
in October of last year. 


V JE were privileged to receive a copy of the 
first issue of Sherwin-Williams’ new house 
organ, ‘‘Paint.’’ It’s devoted to paint, painting prob- 
lems and painting practice. Contrary to many pub- 
lications of this sort, this effort does not oversell— 
there are pages of interesting facts and illustrations 
completely outside the field of paint. 


y UST off the press are ieaflets—four of them—from 
/ the J. L. Ferguson Company, briefly describing 
most of the regular machines in the Packomatic line. 
We are filing these for convenient reference and sug- 
gest a similar procedure on the part of equipment 
owners. Your copies may be had for the asking—the 
address is J. L. Ferguson Company, Joliet, Ill. 


~) O AID in reducing mail shipping costs, the Mason 
“ Box Company, Attleboro Falls, Mass., offers the 
Mason Mail Shipping Kit—a standard size filing folder 
which encloses descriptions, specifications and illus- 
trations of Mason mailing boxes, together with in- 
structions for packing and other pertinent information. 
Postal rates and regulations are condensed in conveni- 
ent form on the inner surface of the folder. 
“(C HROMIUM for Decorative Display and Sign 
Work”’ is the title of a 24-page offset brochure, 
recently issued by American Nickeloid Company, 
which illustrates and describes the application of that 
material in various forms. 


An attractive pack- 
age of whole straw- 
berry preserves, 
glass by Hazel-At- 
las Glass Company, 
labels by Stecher- 
Traung Company 
and sealed with 
Crown Cork and 
Seal Company’s pat- 
ented deep hook 
shaped thread 
screw cap and ex- 
clusive slip rubber 
ring liner 











Acme Silverstitch stitching wire is unvary- 
ingly accurate in width, thickness, temper. 
It does a better, faster stitching job. Send 


for free 5 lb. coil. State size used. 


ACME STEEL COMPANY 


Chicago, III. 


2843 Archer Avenue 









Reg.U.S. Pat. Off. 


STITCHING WIRE FOR FIBRE BOXES 


DOLLARS TO DOUGHNUTS 
YOU HAVE ADHESIVE PROBLEMS 








Submit your “ 


adhesive troubles to 
the Upaco Laboratories. 
Continuous research has solved many 






manufacturers’ adhesive difficulties. 
What is yours? Upaco laboratories 
are prepared to serve you. 


UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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A. DELUXE GIFT 


A PRACTICAL 
EVERYDAY PACKAGE 


BELTS... For three years Pioneer Belts have been packed in these permanent, quality 

They make ideal Christmas gifts, and the box can later be used for cigarettes or 
and ends, Pioneer sales have been very healthy ... in fact, one year a molded Durez 
doubled their belt sales! 


pays to make 
both with Dureg 


d Durez boxes are so attractive, so costly-/ooking, that you might 


their actual cost is too far out of line for your regular, everyday 


age. /t isn't. 
FISHLINE . . . If you've always thought that molded Durez boxes were suitable only for 
expensive, luxury packages, take a look at this fishline container . . . it is an everyday, 
sf manufacturers care now taking advantage of the recognized practical package with simple, clean appearance which will go far towards increasing sales. 


appeal of molded Durez boxes for their standard lines. They've 
that the slight extra cost is more than offset by the extra sales 
ages they offer. Such things as fishline, micrometers, and surgical 
things far removed from the deluxe gift class — are now 
packed successfully in Durez boxes. These modern packages are 
t-their smooth, lustrous finish never dulls, peels, or wears off, 

e i's part of the piece—not applied. They are strong and light in 

Pi, and their popularity with the buying public is unquestioned. 


atter what type of container you now use, you should know the 


“IS On the cost of these modern, selling packages. For complete A DUAL-USE CLOSURE... This new Nonspi pack- DISTINCTIVE MOLDED DUREZ JARS. . 
3 age is a grand job, as you can see. But one of ee ~ — popularity, —— they = 
Stic 2 . * best things about it you can't see... that the the quality appearance that attracts sale 
m, write General Plastics, Inc., 300 Walck Road, North molded lis pr valeeds, both seal and applicator. because they are available in a variety 4 
It's made in two pieces, the top half unscrewing to colors and in several sizes, because they wi 
“naa, N. Y. expose the three pin holes molded into the lower not contaminate the most delicate prepardq 
half. The liquid seeps through the lower half when tion, and because their light weight reduc 

Nonspi is applied. ~ shipping costs. 
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® Bringing to the boudoir a distinctive new acces- 
sory to beauty, Lentheric of Paris has caused to be 
designed this ensemble tray, created especially to 
hold three hand-etched crystal decanters of their 
daytime fragrance, Bouquet Lentheric. It is of truly 
French inspiration—and the exacting Parisian taste 4 
dictated the choice of the correct material—Plaskon, 7 
of course—whose molded color carries out to 
perfection their ensemble idea. The tray was 


molded by Northern Industrial Chemical Company. 
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